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LORD LEVERHULME ON FREE OFFERS 


Advertiser's 
Weekly = 


ORGAN 0 F TISH ADVERT 


One way 


or another, 


most people 


: get hold of 
PUNCH 


_ (Not to mention 
Punch’s regular 
readers— 

a tidy number 
all told ) 


John L. Verrinder, 
Advertisement Manager, Punch, 
10, Bouverie St., B.C.4. 
CENrral 9761. 
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Bakers told to 


advertise more 


A strong appeal to the baking 
trade to make more effective use 
of advertising is made in the 
editorial columns of the Bakers’ 
Review, weekly official journal of 
the National Association of 
Master Bakers, 

“It should not be assumed that 
advertising is the prerogative of 
big business,” states the Review 
leader. “It is a lamentable fact 
that most individual retailers 
have not yet learned the lesson 
that advertising, scaled down to 
the financial structure of their 
own businesses, can pay. 

“Bakers in sosteaine have 
neglected this method of increas- 
ing their trade. Those few who 
Use their local newspapers as ad- 
vertising mediums usually fail to 
derive the maximum benefit 

rough ill-considered and point- 
ess advertisements.” 

The article ends with this 

vice: “Remember, the essence 
of an effective advertisement is 
that it should tell a story—the 
story of quality, craftsmanship 
and service.” 


Supply Minister 
to open exhibition 


The Minister of Supply, Mr. 
Duncan Sandys, M.P., will open 
the fourth Mechanical Handling 
Exhibition at Olympia, from 
June 9 to 19, the world’s largest 
and most comprehensive display 
of labour es and la 

uipment, 7 r cent of whic 
wail Be working. Visitors from all 
over the world are expected at 
the exhibition and at the Conven- 
tion held in connection with it. 

The Convention consists of 
eleven papers by authorities in 
their differing fields on aspects 
of the handling of various types 
and weights of materials, and an 
“Any Questions?” session. 


To The Editor... 


Still waiting for 


information officer 


Sim,—-ADVERTISER'S WEEKLY, 
on November 5, 1953, carried an 
advertisement in the “Situations 
Vacant” column for an Informa- 
tion Officer to undertake work 
intended to promote public con- 
fidence in advertising The 
advertisement was inserted by 
the Advertising Association. 

That was six months ago, and 
still no appointment has been 
made. 

Has there been a change in 
policy, or is it merely lack of 
funds? Surely not the latter, for 
the Association’s direct mail 
scheme to encourage visitors to 
the Conference in May is so 
extravagant, that I received three 
identical circulars in the post on 
the same day. « 

PUBLICISER. 
(Name and address supplied.) 

{The Advertising Association's 
director-general stated on Tues- 
day: “People are still being 
interviewed.”"——Editor.} 


The ‘happy few’ 


Sin,—Government advertising 
seems to be largely the privilege 
of a happy few. I notice that 
questions about it have been 
asked recently in the House of 
Commons and the answers show 
that out of 103 agencies who 
have asked for a share of the 
work, 19 have been successful 
this year; and of these 19, no 
less than 14 have held contracts 
for it in the previous four years, 
13 in the previous five years and 
12 in the previous six years. 

No one questions the right of 
a commercial firm to select what- 
ever advertising agent they wish. 
But Government publicity is 
paid for by the taxpayer's money 

all agents are taxpayers—and 
the Central Office of Information 
should surely pass the work 
round amongst competent agents 
who apply for it. 

LOWNSMAN. 
(Name and address supplied.) 


Youth and the 


Conference 


Sim,—Plans for this year’s Ad- 
vertising Conference at Bourne- 
mouth, as detailed in your 
columns, certainly appear to in- 
clude some really ambitious pro- 
posals on the part of the 
organisers. 

There can be no doubt that 


the younger person in the busi- 
ness is being assisted in a very 
material manner this year. 
However, as we all know, many 
of the under 25's, who are keen 
enough to wish to attend, will 
be back at the office still worry- 
ing about copy-dates and the rest 
which we have left with them. 
How about inviting as many 
of these keener, young people as 
we can conveniently hold to the 
conference on Saturday, May 8? 
Let us not charge them a fee 
for the one-day session. Just 
make them y their own fare, 
and that wil-aucets that ple 
who are really the onest 
future of advertising will be 
arriving by train that morning. 
The main subject to be discussed 
on Saturday afternoon is “What 
of the Future?” Why not make 
sure of a true audience who may 
have one or two of the answers? 


ALAN BeTTs. 
3 Woodstock Street, W.1. 
THIS WEEK 
How ads. pull in the dairy trade 
press—page 83. 
NEXT WEEK 
ideas, by W. E. 


Selling by 
McKeachie, chairman, McCann- 
Erickson Advertising Ltd. 


Agency recognition: 
Advertiser’s view 


Sir,—I control two businesses 
which advertise nationally and I 
was very interested in last week’s 
letter from an_ unrecognised 
agent. 

One of my firms uses an un- 
a ee agency, and the other 
at the moment uses a fully 
recognised firm. The unrecog- 
nised agency gives an infinitel 
better service. This firm is well 
conducted. I have reason to 
believe they are sound financi- 
ally. They are small. The press 
side of the business is conducted 
at a loss so that they dare not 
expand it. They have made a 
number of attempts to obtain 
recognition and cannot do so. 
Naturally this affects me as an 
advertiser. I do not like people 
working for me for nothing, and 
1 must say that I do not feel that 
I am getting a square deal from 
the organisation which grants 
recognition. It apparently de- 
sires to force me not to use the 
unrecognised firm referred to— 
but why? 


So as not to offend the - 
nised agency referred to I think 
it will wise to sign myself 


THe One Who Pays. 
(Name and address supplied.) 


Head Office: SILVER STREET and BROADMEAD, BRISTOL. 


Alliedto.the West Country .. . 


sristoL EVENING POST 


with more than 133,000 daily circulation. 


Largest in the West. 


Londen Office: 85 FLEET STREET. E.C4 


Subscription selling 


by ‘sample’ 

An advertised specimen of its 
news and feature items is being 
used by a Dutch paper, Algemeen 
Handelsblad, to promote sales, 
it is revealed by N. Drost, shortly 
to become its advertisement 
manager. 

Each week a_ representative 
digest of the paper's contents is 
compiled, advertised to the pub- 
lic, and sent on request for four 
weeks to people who wish to 
form an opinion of the paper 
before becoming regular sub- 
scribers. 

Mr. Drost has been spending a 
week in London with George 
Young, of Overseas Publicity and 
Service Agency Ltd., the journal's 
representatives here. He has 
seen a number of manufacturers 
and agents interested in advertis- 
ing in the Dutch market. 


PR greetings to 
America 


The Institute of Public Rela- 
tions has sent greetings to the 
American Public Relations Asso- 
ciation meeting for its anni- 
versary convention in New York. 

In his message, A. McLoughlin, 
president of the Institute, stated : 
“Public relations is achieving in- 
creasing status all over the world 
and this imposes even heavier 
responsibilities on all its prac- 
titioners. We here look forward 
with our colleagues everywhere 
to the time when public rela- 
tions may contribute more 
actively and authoritatively to- 
wards solving not only national 
but international problems.” 


30,000 ON MAIL LIST 

Mailing list for the first issue of 
British Oxygen Co., Ltd.'s, new free 
quarterly technical bulletin Torch 
includes over 30,000 technicians 
throughout the country. Its general 
purpose is to keep industnal gas 
users throughout the country up to 
date on new processes. 


Somerset 


. . » Weston-Super-Mare 
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| Why does 


| WOMANS OF 


| reflect the latest 
moves of leading 
x 


1/ 


VETUESETS LO WOME 7 


THERE IS A VERY GOOD REASON. 


to Be In WOMANS OWN is ro BE 


IN THE FOREFRONT OF 


NATIONAL CAMPAIGNS TO 


THE WOMEN’S MASS MARKET! 


STUART MANDER. ADVERTISEMENT DIRECTOR, GEORCE NEWNES LTD, TOWER BOUSE, SOUTHAMPTON ST. LONDON WiC ml 
TEMPLE BAR 4363 (40 LUNES) % 
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ADVERTISER'S WEEKLY 


EVERYBODY'S rises to this great occasion with a 
special Commemoration Issue. It will carry the complete, 
exciting story“of the Royal Tour, in all its popular appeal, romance and human 


» Interest. An eye-witness account by Wynford Vaughan Thomas .. . 


glorious travel scenes . . . informal pictures of the Royal Couple. 
Backed by intensive national advertising, it is confidently expected that 


ee" 869000 COMES 


| Here indeed is a magnificent opportunity for advertisers to use this great 


national family magazine at peak pulling power. Advertisers 
wishing to be represented in this memorable issue of EVERYBODY'S 
should secure their space requirements without delay. 


Everybody’s 
will carry the full exciting story .. . 


“IN WORDS + IN PICTURES - IN MAGNIFICENT COLOUR 
PAGE RATE £800 - 4d, WEEKLY 
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The Organ of British Advertising 
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ADVERTISER'S WEEKLY 


~ Belfast | 


Telegraph 


INTRODUCES YOUR 
PRODUCTS TQ THE 


HOMES OF 
NORTHERN 
IRELAND 


Woolton and Gammans in speakers’ list 


for Bournemouth 


CONFERENCE BUSINESS SESSIONS TO 
STRIKE A NATIONAL NOTE 


Lord Woolton, Minister of Materials, and chairman of the 
Conservative Party, and Mr. L. D. Gammans, M.P., Assistant 
Postmaster-General, are among the speakers for the 21st 
Conference of the Advertising Association to be held at 
Bournemouth from Thursday, May 6, to Sunday, May 9. 


The Conference Committee 
have planned this year’s business 
programme on national lines. 
Their aim is to provide “a con- 
ference of solid value.” In a 
year when British manufacturers 
face fierce competition overseas 
and a buyers’ market at home, 
the programme has been designed 
on the broadest possible basis to 
cover a wide range of industrial 
interests. 

The speakers are people who, 
in their own spheres of life, are 
intensely concerned with the 
effects of advertising—what it 
can do; what it can sell; how it 
can influence the thoughts and 
way of life of the British ple, 
and our customers in foreign 
countries. 

Here, it is claimed, is prob- 
ably the greatest fund of prac- 
tical experi- 
ence — big- 
scale experi- 
ence — that 
has ever 
been gather- 
ed together 
on an adver- 
tising plat- 
form. In- 


t 
sound sales 
methods; men who have had to 
market revolutionary new pro- 
ducts at home; men responsible 
for those public services, of 
which in these days the dis- 
semination of information to the 
customer plays a vital part. 
They will speak freely, and on 
a variety of topi some of 


Lord Woolton 


them may be expected to leave 
advertising with a challenge as 
they outline the tasks which will 
have to be faced in the years 
immediately ahead, 

Here, in outline, are the busi- 
ness sessions : 

Friday Morning (May 7).— 
The opening session in which 
advertising will be discussed in 
relation to the political life in 
Britain. Convener—Ian Harvey, 
M.P. Speakers, The Rt. Hon. 
the Viscount Woolton; Sir Alex- 
ander Hyslop Maxwell, chair- 
man, British Travel & Holida 
Association; Colonel Sir Harold 
Smith, chairman of the Gas 
Council. In the chair, Norman 
Moore, president of the Adver- 
tising Association, 

Friday Afternoon.—Advertis- 
ing in relation to the modern 
economy. Convener—C, W. Y. 
Truefitt. Speakers, E. R. Lewis, 
managing director of Decca Ltd.; 
Leslie amage, vice-chairman 


@ Continued in Stop Press 


Wynne-Williams is 
managing director 
Masius and Fergusson 


This appointment has 
hitherto been held by L. M. 
Masius jointly with the chair- 
manship. 

Mr. Masius told Apver- 
Tiser's WEEKLY: “Because of 
the pave of the agency, it 
has n decided to separate 
the two appointments of 
chairman and managing direc- 
tor which I have so far held 
jointly, and at a board meet- 
ing Mr. Wynne-Williams was 
unanimously elected as the 
new managing director. 

“I shall continue as chair- 
man, and the change does not 
mean that I shall lessen in 
any respect my active interest 
in our enterprise.” 

Mr. Wynne-Williams joined 
the board of Masius and 


Fergusson in 1951. Previously 
he was president of Brazil's 
biggest store: Casa Anglo 
Brasileira (formerly Mappin's 
Stores of Brazil). Here he 
had taken over a staff of 
1,000 employees (only seven 
of whom _~ English), 
taught himself Portuguese in 
30 days, and increased the 
turnover in five years from 
£780,000 to well over 
£4,000,000 a year. 

In 1931 he rose to be star 
salesman for Kensitas Cigar- 
ettes six months after joining 
the company. At 22 he was 
manager of their London 
sales organisation, but left to 
take over the West End sales 
of Parker Pens. 

Introduced to Pepsodent by 
Mr. Masius, he become 
managing director at the age 
of 25. In three years 
trebled the British 
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ADVERTISER'S WEEKLY 


Will take ads 
for Red China 


It is now possible for British 
manufacturers and exporters to 
advertise in Red China. 

This is revealed by K. M. Pal- 
mer (manag- 
ng director 
of Marklin 
Sdver- 
tising § Ltd., 
the Singa- 
pore and 
Hong Kong 
agency), who 
is at present 
m a business 
visit to this 
ountry. This 
agency is 
now able to 
place adver- 
tising in one 
ublished in 


K. M. Palmer 
Chinese paper, 
Tientsin with a sale of 300,000 
copies —provided, he stresses, that 
the advertisement meets with the 


paper's approval. It would be 
the responsibility of the adver- 
tiser to ascertain whether he 
has the British Government's 
approval to export his goods to 

hina. Mr. Palmer believes that 
the paper would willingly accept 
advertisements for engineering 
plant and machinery and other 
capital goods. 

After gaining experience in a 
Chinese agency and then as pub- 
licity manager of a big Ameri- 
can import firm, Mr. Palmer 
founded his agency in Singapore 
in January 1952 and opened a 
Hong Kong office in October last 
year. The former office has a 
staff of 20 and the latter a ‘staff 
of 10, and it has also representa- 
tion in Bangkok and Manila. 

He will be in England until the 
end of this month and later, for 
two weeks, in June, 


SE MARKS ACT 


Vigorous action on 
false ad claims 


More vigorous measures to 
enforce the provisions of the 
Merchandise Marks Act are 
now being planned. 

Mr. Peter Thorneycroft, Presi- 
dent of the Board of Trade, will 
be urged in the House of Com- 
mons to-day (Thursday) to 
establish a new section of his 
department for this purpose, and 
initiate prosecutions where 
necessary. 

He will also be asked whether 
he will take proceedings under 
the Acts with regard to certain 
medical and cosmetic prepara- 
tions which were recently 
exposed as worthless by the Bir- 
mingham City analyst and which 
have been on sale in shops. 

Other questions down for 
hearing to-day relate to the 
number of complaints received, 
and _ prosecutions conducted, 
since February |, and to the de- 
sirability of exercising stronger 
control on the markings of 
imported goods. 

Roger Diplock, secretary, Re- 
tail Trading-Standards Associa- 
tion, reveals that his Association 
is pressing the President of the 
Board of Trade “very strongly 
indeed” to honour the under- 
taking which he gave in the 
House on March 2 to investigate 
allegations of infringements of 
the Merchandise Marks Acts and, 
if necessary, institute proceedings. 

“We have also warned the 
appropriate authority within the 
Board of Trade,” he said, “that 
we may be putting up as many 
as one or two authenticated cases 
a week for investigation.” 


Birmingham agencies amalgamate 


H. C. Longley 


The amalgamation of Hoff- 
mann & Co. (Advertising) Ltd. 
with H. C. Longley Ltd., to take 
effect from May 3, 1954, will 
bring into being what is claimed 
to be probably the largest adver- 
tising agency organisation in the 
country outside London. 

Application has been made to 
the Board of Trade for ene 
to change the name of H. C. 


O. B. Tyler 


G. A. Hoffman 


Longley Ltd. to Longleys & 
Hoflmann Ltd. 

The registered offices of the 
company will remain at: York 
Howse, | Great @harles Street, 
Birmingham 3. — 

H. C.) Longley will be govern- 
ing director with O. B. ‘Tyler and 
G. A. Hoffmann joint managing 
directors. 


Six months’ ads 
were booked in 
14 days 


The first issue of the Practical 
Motorist & Motor Cyclist—the 
new popular magazine in the 
Newnes’ Practical series—is pub- 
lished to-day (Thursday). 

The issue is dated May and 
Stuart Mander, advertisement 
director of George Newnes, an- 
nounces that all advertisement 
space in this and five subsequent 
issues was fully booked within 
14 days of the launching an- 
nouncement. 

The first issue contains adver- 
tisements of many famous firms 
in the motoring industry. The 
initial print order, 100,000, was 
considerably increased. 

The May issue of Practical 
Motorist & Motor Cyclist has 56 
pages, 22 of which are advertise- 
ment pages. The front cover, in 
full colour, shows two men at 
work on a car and motor cycle. 
The editorial topics range from 
many different kinds of overhaul 
and repair, to reviews of the 
latest tools and accessories. 

+ The advertisement manager of 
the new monthly is R. D. 
Young who is also advertisement 
manager of the other publications 
in the Newnes’ Practical group. 


PMG will speak 


Non-members are invited to the 
annual luncheon of the Association 
of Specialised Film Producers to be 
held at the Park Lane Hotel on 
Wednesday, April 28. The Post- 
master-General will be the speaker. 
Tickets from L. Parker, secretary. 


+s 
NEWNES HOLD CUP 
George ewnes retained the 
London Advertising Football 
League Challenge a | when they 
beat London Press Exchange 8-5 
after extra time in the final. 


Aprit 8, 1954 


COLOUR FILM 
IN 3 WEEKS 


New possibilities in fashion 
wear advertising are opened up 
by the speed in which a colour 
film for the Brevitt Shoe Com- 
pany was produced by Pearl and 
Dean Ltd. 

Brevitt and the Robert Free- 
man Company initiated a fashion 
footwear two-minute advertisin 
film. Then Pearl and Dean Ltd. 
built an elegant showroom set, 
shot the film, and in an overall 
period of three weeks, the film 
in colour was on the screen. 

“That Brevitt Look,” two- 
minute Technicolor advertising 
film, brings yet another industry 
to the screen, (writes Paul 
Nugat). 

With this production by Pearl 
and Dean, Brevitt Shoes Ltd. 
steal a march over their competi- 
tors and equally importantly 
demonstrate that season fashion 
goods with their short runs can, 
with astute planning, be given a 
nation-wide screen coverage. 

“That Brevitt Look” is booked 
for over 300 cinemas in the next 
six weeks. The eight model 
shoes shown unhurriedly in the 
film are each the subject of neat 
and natural comment by actress 
Pat Kirkwood, making a brief 
appearance in the film. 

Brevitt stockists are being sup- 
plied with a range of tie-u 
material — stereos, poster-car 
and an 8-in. d.c. advertising lay- 
out for their local papers. 


J. W. Foley-Brickley, Brevitt sales 
director, giving advice on shoes to 


Pat Kirkwood, who is the star of 
“That Brevitt Look.” 


Newsprint 


More—but not 


enough 


The Government has decided 
to authorise the importing of an 
extra 50,000 tons of Canadian 
newsprint in 1955. 

A leading article in the Daily 
Express states: “That is still only 
half of what is needed to free 
the daily and Sunday newspapers 
from rationing. But the balance 
could be supplied from Scandi- 
navian or British mills. For as 
soon as the Canadians had 
offered to supply enough news- 
print to end rationing next year 
these mills in turn offered an 
additional 50,000 tons each.” 
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SIR MILES PROMISES A SURPRISE 


“The result, when known, of our commercial television 
poll will surprise a large number of people,” said Sir Miles 
Thomas, chairman of the Advertising Association’s public 
affairs committee, on Tuesday. A meeting is to be held 
shortly, said Sir Miles, to consider the figures. 


Leon Goodman 


Three expe 


R. L. Meyer 


H. Alan Towers 


rts form team 


for commercial TV 


Leon Goodman—the display “king’—Harry Alan Towers— 
founder of the Towers of London radio and television organisa- 
tion—and Richard L. Meyer—an expert in commercial radio— 
have formed a new company, TV Commercials Ltd., “to provide 
the advertiser and advertising agency with the advice, the 
knowledge, the service and the facilities required to advertise by 


television.” 

Their purpose is not to act 
as programme contractors in 
the sense of the Government Bill 
nor, so far as this company is 
concerned, to be involved in any- 
thing other than the advertising 
content of television. 

They intend, in the initial 
stages, to make the advice of the 
team which they are building, 
available to any advertiser or 
agency. 

A programme of experimental 
production is planned to help 
the advertiser and his agency to 
learn by experience before the 
public itself will be called upon 
to judge their efforts. 

As the need develops, TV 
Commercials Ltd. will provide 
the various studio and produc- 
tion services, not only to facili- 
tate the making of commercials 
on films, bit also to provide 
every other varied form of adver- 
tising both live and recorded, 
which may be required by the 
advertiser on television. 

Leon Goodman, managing 
director of Leon Goodman 
Displays and its associated com- 
panies, has been responsible for 
providing a great deal of applied 
showmanship in advertising for 
well over a quarter of a century. 

Artists of international repute 
are under exclusive transcription 
contract to the Towers of 
London organisation which is 
described as the largest organisa- 
tion of its kind in the world. 

Richard L. Meyer was, from 
1930 to 1940, general manager 
of the International Broadcasting 
Company Ltd. In 1946 he went 
to South Africa and in associa- 


600 potential 
TV advertisers ? 


Mr. Meyer estimated this 
week that there are about 600 
advertisers in Britain who 
can be classed as potential 
users of commercial TY. 

His assessment was based? 
on size of appropriation. 

Only the larger agencies, 
Mr. Meyer suggested, would 
be able to provide full facili- 
ties for the production of 
commercials. The new or- 
mp would fill the gap 
or others. 


Mr. Towers stressed that 
they would provide “tive” 
and filmed commercials. 


tion with John Davenport (now 
sales director of the Readers 
Digest) formed Davenport and 
Meyer (Pty.) Ltd. which took 
over the commercial management 
of Lourenco Marques Radio. 


ADVERTISER'S WEEKLY 


‘Why we didn’t run 


a poll’ 


WHY 20 poll was organised 
by the Incorporated 
Society of British Advertisers 
to test the likely support of 
members for commercial tele- 


' vision is explained in the April 


“News Sheet” of the Society. 

“Members of the Society 
whose views on competitive tele- 
vision have been requested by 
other organisations may have 
wondered why no recent en- 
quiry upon the subject has been 
made by the LS.B.A., the only 
body which can authoritatively 
present their viewpoint. 

“The possibility of sending 
out a questionnaire was con- 
sidered by both the council and 
the exeCutive committee and a 
questionnaire and covering letter 
were, in fact, drafted, but it was 
felt that, until a great deal more 
was known about the terms and 
conditions on which air time 
would be offered, advertisers 
could not be expected to say 
whether they weal be likely to 
use this medium. 

“Had the Television Bill given 
a clearer indication of the modus 
operandi and had it been pos- 
sible to make an accurate esti- 
mate of air time costs, an 
enquiry might have provided 
some useful information on the 
support likely to be forthcoming 
from advertisers. 

“In present circumstances, 
however, replies to a question- 
naire might be misleading and 
no reliance could be placed on 
conclusions drawn from them. 
The matter is currently under 
review. 

“Members will have noted 
from recent issues of the News 
Sheet that the LS.B.A., in con- 
junction with the Institute of 
Incorporated Practitioners in 
Advertising, has been keeping a 
very close watch on develop- 
ments since the Government 
announced their intention of pro- 
moting some form of competitive 
television. 

“Discussions with the Post- 
master-General and his advisers 
took place both before and after 
the Television Bill was published 
and the Postmaster-General has 
made it clear that he will con- 
tinue to look to the LS.B.A. and 
the LLP.A. for advice on the 


AGENCY’S NEW TV SERVICE 


Gordon & Gotch Advertising 
Ltd., have formed a television 
advisory service under the direc- 
tion of J. H. A. Cocks, the 
agency's managing director. 

“This will see clients through 
the uncertain preparatory stages 
when current information can 
help them to plan their particu- 
lar approach to this medium,” 
states Mr. Cocks. 

A. J. Hayward Costa has been 


appointed the company’s TV 
executive. After nearly four 
ears with Colman, Prentis and 
arley Ltd. 28-year-old Mr. 
Costa joined Gordon & Gotch 
Advertising last February. The 
new department has sent a report 
on British commercial television 
to all clients. A monthly news 
letter, supplying TV information 
and TV developments in certain 
product groups, will follow. 


setting up of an alternative tele- 
vision service on lines that will 
attract the support of advertisers 
and provide the right kind of 
entertainment. 

“It cannot be too strongly 
emphasised that there is no dis- 
tinction between the type of tele- 
vision service the public would 
welcome and that with which 
advertisers would wish to be 
associated. We consider it re- 
grettable that this identity of 
interests is not generally recog- 
nised.” 


Machine can test 


audience reaction 


Dr. Gallup has sent to the 
British Institute of Public 
Opinion one of his Televoter 
machines, which measures 
audience reactions to tele- 
vision and radio programmes, 
films, etc. 

Dr. Henry Durant, the 
Institute’s director, states it 
will be put to use in testing 

mmes of various kinds. 
t can, of course, be employed 
for testing reactions to com- 
mercial television programmes. 

The Televoter is intended 
for an audience of 50. Each 
member of the audience holds 
in his hand a rheostat (a sort 
of electrical “Regulo”) by 
which he consciously indicates 
his degree of approval or dis- 
approval of the programme at 
any moment he chooses. The 
Televoter produces a graph 
showing the audience's aver- 
age reactions at each point in 
the programme. 

The exact purposes for 
which the Televoter will be 
used are now being con- 
sidered, says Dr. Durant. Dr. 
Gallup holds the world rights 
for these machines, of which 
there are only three in 
existence. 


L eeemeamampanvenitenanitidamale 


TV ads have not 
cut press revenue 


A University of Illinois pro- 
fessor has been studying advertis- 
ing budgets in the United States. 
He finds that TV has not cut 
into newspaper advertising to 
any great extent, 

An average department store 
during 1953 allotted 80 per cent 
of its appropriation to news 
papers. 
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Women’s Club show advertising careers 
exhibition plan suggested 


film: Mobile 


Women’s Club 

On Tuesda J the Women’s Adver- 
tising Club Londee gave a private 
showing at the nglish-Speaking 
Union of | their fim ‘Advertising as 
a Career.’ 


The film was - oe 
Women's a cl 
Chicago, but is now the pr aperty ~ 
the Women’s Club of Lon 

A_ brief outline of the various 
media of advertising is given, and 
the prospects of careers in each is 
discussed, The film, which runs for 
about 25 minutes, is in colour, with 
a recorded commentary. 


Regent 


‘PR is a function 


’ 
of management 
An old definition of public rela- 
tions—* ‘good performance publicly 
aa > -was recommended by 
- * P. poLpate. chairman be 
council the Institute 


Club News 


Public Relations, in a talk to the 
Regent Advertising Club. 

This accurate description, he said, 
indicated clearly that public rela- 


tions was ically a management 
function. 


Aberdeen 


Agency services 


Members of the Publicity Club 
of Aberdeen heard an account of 
the work of a modern advertisi 
agency from J. D. Gill, principal 
the J. D. Gill Advertising Service. 
He dealt with many aspects of the 
service offered by an agency. 


Oxford 


Selling to women 


Mary Gowing, head of the 
women's department at S. H. 
Benson Ltd., addressed the Adver- 
tising Club’ of Oxford on the 
question “What a woman 
open her purse?" 

She said that market research 
was not able to provide a standard 


This aph taken 


at 
mont y luncheon of the Pubic 
Club 7 u Tyne 
oe y gen electe president, 
Rt on. Lord ~estwood 


pe « sling to the iw chair- 
man, Miss E. Gott, and a vice- 
president, John ‘Newcomb. 


question 

because one was doeling with the 

intangibles of the woman's pomings 

one eae, P... = id 

only oun oO experi- 

ence of actually selling goods over 
counter to women. 


Hull 
New president 


At the annual general menting of 
ae Hull Publicity Club, ajor 
J. A. Iveson was elected president 
for the forthcoming year on the 
retirement of J. Hartley. He was 
invested with his chain Of office by 
~ ee president. 


ardle (assistant 
Public speaking 
Sheffield in final 


The _ Advertising Association's 
northerfl area public speaking com- 
petition was won a team from 


hono treasurer), and John 
secretary). 


the Puanaty Club wt. - 
pei 8 ers were: J. Bury, Miss 
M. Davidson and J. E. Ortton. 
_ * ae was judged the best 
speaker evening. 
‘Sheffield will now meet the 
Regent Club in the national final. 


The Regent Advertising Club's paiie speaking team (above) which beat 
the London Club in Fue wday night's antes ta the j , 


narrow margin of A of a point. 


mber Cup, by the 
s were 487 to 486.6. Leit to right 


© the photo are Richard O'Hea, Miss Avril Bird, holding the cu 


orman Gomm. 


and 
Judges were the Marquess of Donegall, Sir atrick 


Hannon and Leslie Room, director-general of the oy me! 
he cup was presented by the M of D 


Sheffield 

An advertising exhibition was 
recommended to members of the 
Publicity Club of Sheffield by Ivan 
Luckin, chairman of the Club 
Development Committee of the 
Advertising Association. 

He said that people in advertising 
were good at displaying and making 
known the products of other 
people, but they should do more to 
tell people about their own business. 

Advertising clubs needed wider 
contact with the outside world, and 
ja should be more public rela- 

“Do business people in 
Shefield realise the resources of 
advertising?” he asked. 

Mr. Luckin went on to suggest a 
mobile advertising exhibition, which 
he hoped would visit Sheffield and 
co-operate with local advertisers. 


Aldwych Club Golf 


Circle 
S. V. Morrish has been elected 
captain of the Aldwych Club Golf 


Circle, with Guy Garney as 
honorary py 4 

Fetoving eae have been 
arranged for year’s Circle 
meetings : 


Captain’s sate , Tyndiides Golf 


To be played throughout April to 


September. ted 
"s Day: Sandy ge, 
Se ~.— 22. ‘Ps ‘ 
tain’s yy two competi- 
dens Sill be ed off, the 18- 
hole od pa ne Man in the 
morning, with prizes by S. V. 
Morrish, and in the afternoon, the 
Greensome Stableford competition, 
with prizes by the Glasgow Herald. 


Poppinjays 
The Po anes Golins  Sodey 
visited La G 
Club on pe By ™ were 16 
a side. Singles were played in the 
morning and Greensomes in the 


afternoon. Laleham won both 
events. 


Im brief... 


Sir Miles Thomas will be the 
principal speaker at the annual 
, of the Binmingham Publicity 
ciation to-morrow (Friday). . 
A practical demonstration of elec- 
trical point-of-sale signs followed a 
k on the subject to the Bourne- 
mouth Publicity Club by €E. 
Freeman-Keel, sales manager of the 
Acme Showcard & Sign Co., Ltd. 
one A carnation was presented by 
vice-president Mr. 


of the Publicity Club of the 
aes, ¥ en Wells, a 


easter of £ ‘si gave a tech- 
nical talk on ‘*Photoera 
Peesodecten, to Publicity 
a of Leeds... . ihe council 
Club in 


the Advertising-Press 

Dubna have decided not to present 
the Sy Trophy for 1953. 
‘ cs I the Aes lic speaking 
Aa Building F ecmeree 
Institute in ‘leeds were the chair- 
man and the oo of the local 
publicity club Roderick Coes 
and Robert Williasooe . . } ae 
and the Laws” was the subject a 
ag sy. given by hy Cameron, 

.C., to members Glasgow 
Publicity Club. 


Aprit 8, 1954 


Morpeth Herald 


centenary 


April 1 marked the 100th anni- 
versary of the pane Herald. 
Since its inception the paper has 
remained in the same family, the 

resent editor, James MacKay, 

being a member of the fifth 
generation of the family to hold 
an executive position. 

The first issue of the paper, 
which was then a monthly, was 
also printed by a James Mac- 
Kay. It carried a report of the 
declaration of war against Russia 
by Queen Victoria, and 
announcement of the following 
advertisement rates: four lines, 
and under, Is. Each line from 
five to 16, 14d. Each extra line Id. 

Taking advantage of these 
rates was one “William Brown: 
Grocer, Druggist, Stationer, 
etc.,” who announced a “constant 
supply of healthy leeches.” 

“Bad articles are dear at any 
price” was his slogan. “Good 
tea or coffee is highly invigorat- 
ing and refreshing,” he wrote, 
“bad tea is worse than none.” 

Price of eggs advertised varied 
from 6s. to 6s. 6d. per hundred. 

Through amalgamation the full 
title of the paper became the 
Morpeth Herald, Ashington, 
Blyth & Bedlington Reporter in 
the post 1914-18 war period. 

Jack Robson, London repre- 
sentative, presided over a cele- 
bration lunch held in Fleet Street 
on Friday. Guests included Alan 
Whitworth, director, [LS.B.A,; 
Leo O'Farrell, director, Rumble, 
Crowther & Nicholas. Bill 
Hibbitt, of the J. Walter Thomp- 
son Co., acted as toastmaster. 


ADVERTISING 


national habits and naam on 


ADVERTISING Civs or OxProrp. 
Publicity films introduced by Peter 
D. Ratcliffe of The Nuffield 
Organisation. City Restaurant. 
6.30 p.m. 

BremicHam Pusiicrry Associ 


ASSOCIATION. Speaker: Naomi 
Jacobs. Constitutional Club. 1 
p.m. 

East ANOLIAN PUBLIcrrY CLUB. 


Pusuicrry CLUB OF ABERDEEN, 
Michael C. S. Philip on “Charities 
Week,”" Caledonian Hotel. 12.50 


Barto. anp West Pusticrry 


followed by «4 
Hawthorns Hotel, Woodland Road, 
7 p.m, 
Tuesday, April 13 

Women's ADVERTISING CLUB OF 
Lowpon dinner. Ivor Brown on 
“Sweet is the language of advertis- 
ing."’ Trocadero Restaurant. 7.30 


p.m. 

Barrisn Sates Promotion Asso- 
curion. B. W. Galvin Wright 
on “Visual aids in sales promo- 
tion,” 8 Hill Street, W.1. 6.45 


p.m, 

Disetay Propucess’ anp Screen 
PRINTERS’ ASSOCIATION. Discussion 
on the latest developmens in 
screen printing introduced by P. W. 
Sprinze!. Horseshoe Hotel, Touen- 
ham Court Road, 7 p.m. 
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Follow-up 
for IIPA 


exercise 


WEEK-END COURSE 
AT GLASGOW — 


Frujade — that imaginary 
sparkling fruit drink in tablet 
form—which was launched as 
an advertising exercise in print 
in “Advertiser’s Weekly,” 

the subject of the fifth week- 
end course of the Institute of 
Incorporated Practitioners in 
Advertising held at Glasgow 
University. 

Over 50 attended and Scottish, 
London, Leeds, Newcastle and 
Birmingham agencies were repre- 
sented among the students. 

The exercise set for nine 
syndicates was the preparation of 
a second year campaign for 
Frujade. Photo-printed copies 
of the original ADVERTISER'S 
WEEKLY articles were exhibited, 
students being given in a folder 
a summary of the original brief, 
market research reports and 
other germane material. 

With £45,000 to spend, the 
students had to take it that the 
campaign as outlined in the series 
was the one carried out, and 
their job was to follow it up in 
the most effective way possible. 

Amid the photographs of 
classical statues in the Uni- 
versity’s Greek Theatre, the 
directing staff, led by E. Ward 
Burton, gave the benefit of their 
vast and varied experience. 
Robert S. Caplin, dealing with 

oP policy, warned students: 
“P please, don’t be too 
clever. "If it’s clever, cut it out!” 
A. A. Pilgrim, E. M. Brown and 
George Plante spoke on media, 
production, and design and lay- 
out respectively. 


In the early hours 

After briefing of syndicate 
leaders and Saturday lunch, pro- 
ductive work began, in study 
rooms. It went on, after dinner, 
in bedrooms at the Maclay Hall 
and Strain Hall hostels where 
students and staff were accom- 
modated. For some it continued 
till between 4 and 5 a.m., and 
the directing staff was on tap 
until about 2 a.m. 

Some syndicates mentioned 
this all-night effort as excuses for 
shortcomings in their work. 
Some did not need to. Several 
of them, in the words of Mr. 
Caplin “came up with a different, 
dramatic presentation of the 
central idea.” A number won 
praise for their presentation of 
production figures. 

The first syndicate to report 
did so well that the directing staff 


campaign of ‘Frujade’ is subject 


ADVERTISER'S WEEKLY 


Students and teaching staff at the fifth week-end course of the Institute of Incorporated Practitioners in 


Advertising in Glasgow last 


feared that subsequent contribu- 
tions could not possibly main- 
tain that standard. But the ve 
next syndicate leader led off wit 
so persuasive a summary of his 
scheme that everybody was sold 
on the idea that the selling of 
Frujade was something in the 
nature of a service to humanity. 
He was W. Furness, of Bennett 
Williams Ltd, and it was 
generally agreed that he gave the 
star performance. 

After that some ndicates 
were bound to sound almost 
apologetic, but several set a high 
standard 


New characters 


Several new advertising charac- 
ters were introduced—Captain 
Fru, for a Radio Luxembourg 
programme; Fizzy Freddy and 
Zog Burke, Spaceman. for the 
juvenile publications. 

Zog Burke, in a well-presented 
strip, aroused pretty general 
enthusiasm with the phrase, 
“Wow, what a whiz of a fizz!” 
He was linked up with a 
children’s club, a Frujade Space- 
man badge and secret space-ship 
plans. 

Perhaps he owed some of the 
acclaim to the cunning way in 
which his syndicate began by 
saying the previous year’s cam- 
paign was so good that they 
would continue it on the same 
lines, and producing the strip 
only after an unexciting oon 
of layouts based on the original 
ADVERTISER'S WEEKLY A. - 


Criticisms 


Not all syndicates agreed about 
the wisdom of the first year 
campaign. “Rather chichi” was 
the description given of it by one 
spokesman w campaign 
(‘aimed at a more widespread 
public”) did not seem to appeal 
7 strongly to the directing 


Criticisms of some of the cam- 


pai s included: they might have 
nm campaigns for Kia-Ora or 

y other conventional fruit 
drink and did not bring out the 
— points in  Frujade’s 
avour: too many big spaces 
were taken, and the campaign 
was not well spread out over z 
summer season. 


, when a second year's campaign for ‘Frujade’ was prepared. 


NTP monthly 
‘Communications 


and Electronics’ 


National Trade Press Lid. are 
issuing a new monthly technical 
journal in the autumn. 

Entitled Communications and 
Electronics it will cover the 
applications of telephony and 
radio-telephony, telegraphy and 
radio-telegraphy, audio and video 
transmissions, radar and naviga- 
tional aids, electronic remote and 
automatic control of machine 
in industry, sound recording, rail 
and road traffic signalling and 
control, and warning and alarm 
systems. 

It will be published by x 4 
wood & Co., Ltd. one of 
N.TP. group, at a subscription 
rate of £1 10s. per annum post 
free. First (October) issue will 
appear in September with a print 
order of 10,000. The page size 
will be 114 in. * 8} in.; type area 
10 in. X 7 in.; advertisement 
rates: monochrome, one insertion 
£45, 12 insertions £35 each; four- 
colour, one insertion £67 10s., 12 
insertions £57 10s. each. V. G. 


Sherren is advertisement 
director. 
N.T.P. state that the new 


publication will encourage the 
use and application of com- 
munications and electronic equip- 
ment by industry, services, 
authorities, and organisations. It 
will provide a means whereby 
British manufacturers can make 
regular approach to their overseas 
contacts, and a substantial part 
of each printing will go to a 
selected list of overseas buyers 
and users of communications and 
electronic equipment and com- 
ponents. 


‘New Yorker’ guyed 
In return for a supplement in 


January 1934 in the New Yorker 
entitled “Paunch, or the London 
Hara-Kiri,” this week's spring 


number of Punch contains an 
eight-page supplement, “The 
Nxw Yxrkxr.” 

Even the advertisements—in- 
cluding the classified entertain- 
ments—are tailored to fit the 
parody 


OBITUARY 
P. H. Thomson 


Percival Hamilton Thomson, 
chairman and founder of the Ser- 
vice Advertising Company, Ltd., 
died on Monday in his 60th year 

It was nearly 29 years ago 7 that 
he founded Service Advertising. 

A friend = writes: *Tommy’ 
’ was one who rated 
integrity and sincerity as two of the 
curens ar business. Pv} 

rought to a vertising a vi 
unaination coupled with wisdom 
born of a wide experience. 
cheerful approach and case 
manner allowed a7 meeti: i 
him to be om as a 
memory was loved 
sumapetad K.. all in yo 
cluding | cope Smere 
Fellows the LLP.A. and 
of ah by his cnn pat who have 
been fortunate in sharing him 
the work of building up a thriving 


His 
of 
th 

and 
in- 

the 
most 


and | have shared a friendship OH 
kind which happens rarely 


lifetime. Tommy brought out “a 
best amongst all those A. knew 
him. By his qualities he built a 
fine and flourish business—not 
by the spur but ability, en- 
| — ,» courage a 
today (Thursday) at Holy tinky, 
y ¢ ursday) at 
Sinane Street, London, 


John Clarke 


The death has occurred, at the 

- ae.’ of John Clarke ——_ 
ment manager, Marine Engineer 
and Naval Architect, and formerly 
advertisement manager, Sunday 


Pictorial. 
Before the war, Mr, Clarke left 
the News Chronicle and Star to 


join Alfred Pemberton, Ltd, 
whom he was at various times 
chief, writing and producing shows 
on Continental stations, and . ro 
executive. .After the war he 

turned to Pemberton’s for a while 
before going to the Ford Motor 
Company as assistant publicity 
manager, a — which he hgld« 
= about four years. He 

blicity manager 


Pan 3" — and Sunday Pictorial, 
subsequently being appointed the 
Pictorial’s advertisement manager. 
He joined the Marine Engineer and 
Naval Architect \ast year. 

Mr. Clarke was hon. secretary of 
the social and entertainment com- 
mittee of the International Adver- 
tising Conference, 1951. 
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a7 Clark, advertisement director PA 
of The Star, writes: For two de 
cades and more ‘Tommy’ Thomson 
al Fe > ee am a _——_ . --  * 


R. D. L. Dutton 
joins LPE board 


R. D. L. Dutton has become a 
esctes of London Press Exchange 
d. Mr. Dutton, who is 37, joined 
Publicit Arts and the Fanfare Press 
Invalided 


joined Publicity Arts Ltd. and four 
ears later he was transferred to 
Voaden Press Exchange. He be- 
came a senior account executive, 
working on a number of of national 
* * 7 


accounts, 
G. Stanley Wright is joining 
Continental & Overseas Organisa- 
tion Ltd, an hom 2 ot vi 
represent Machinery Llo 
overseas and European ons in 
Lancashire, Cheshire, North De: 
shire and North Wales. For some 
years he has been the northern 
manager of the Blandford Group 
and prior to this was advertisement 
manager of the Textile Recorder. 


New ad chief named 
for Godfrey Phillips 
poems advertising a A re the 


odfrey Phillips Ltd, group. He 
will retain his position as the 
p's art director. Mr. Allwood- 
Coppin wemes on some _-#— 
company's designing on a part-time 
Cass on this release rom the R.A.P. 
in 1946 and was “the be to the 
staff a year later, became art 
director in 1952. Robinson, 
has been ~ HF, ” advertising 
r in succession to the late 
Nash. Mr. Robinson has 
with the company since 1926, 
and has worked on the company’s 
advertising since 1932. 
* * _ 


Gaston Gonord has been ap- 
pointed as an additional sales pro- 


motion consultant by Simmonds 
Postal Publicity. After war service 
he spent three years as sales pro- 
motion manager for a grocery com- 
pany and then two years as business 
development manager to Glovers 
Advertising, Bristol, for whom 
during the last three 

handled the “Everglaze” service 
department. As a direct mail expert 
he has received several honours in 
the British Direct Mail Advertising 
Association ny Tit 

- 


Will Samuel, 
of William Samuel & 


commercial and political ife of the 
- State. Mr. Samuel's firm are 

the advertisement representatives of 
the Jewish Observer. 


a Edwards has resigned 
the editorship of Patrick 
Dolan & & Associates Lid. to | 


rge of the enlarged 
public eo ouies of Sa Stoo 


years headed the P.R. 
of Aline Bates & Sen Lee. 


gz. W. Hugh" White ‘ads been 
appointed to board in the newly 
created post of sales director to 
David Judd Associates Ltd., at Loe 
Piccadilly studios. Mr. White 
started in age 


He was with Staples Of as art 
director, and founded Hugh White 
Studios Ltd. 


* * 


R. C. Guscott, senior assistant at 
pane of Colchester Ltd., publicity 
tment, Eww 


—I 
ity 
pubic Ltd. ee adition to E. R. 


& F. Turner's asvrtens he will be 
responsible for the = blicity of their 
associate ——. _— 


Bernard Slydel > rae engaged 
te do public relations for Screen- 
Ltd., the Anglo-French adver- 
thing films organisation, which has 
as its principals Dimitri de Grun- 
wald, in London, and the French 
film producer, André Sarrut, in 
Paris, The organisation is extending 
its activities into commercial TV. 
ned an office in 
pat York, with R. J. Oulmann in 
Mr. Slydel was foreign 
ubteciey yy to Rank 
pu anisation for three years. Since 
1949 he has worked independently 
as a public relations consultant, 
journalist and TV interviewer. 
* * 

A. Bruce MacColl, head of the 
research department, and copywriter 
John Barmas of G. S. Royds Ltd., 
recently returned to London after 
visiting Western A on behalf 
of one of the agency’s clients. 


Joins Kitchen board 


Compton has been 
ted a director of Will Kitchen 
; . ond Will Kitchen Jr. 
Magazincs) Ltd. _ Prior to joini) 

itchen’s in 1938, he was wi 
Lenham H. Richards, free-lance ad- 
vertising _reprenensative. 


At ans recent ual ooneral meet- 
ing of the British Sales Promotion 
Association, Adrian Latham was re- 
elected president. Norman F, 

elected 


ay was , and 
K. Scrivener will continue 4s 
honorary secretary 


* 


. * . 


R. B. How has been i 
pm me adviser to ier Lid. 
was previously with I.C.I. 


G. Gonord 


Newspaper Society 
nomination 


5. Gwyndaf Jones, joint managi 
director of the Chester Chronicle 
and associated newspapers will be 
nominated for the office of junior 
vice-president of the Newspaper 
Society at the annual general 
meeting on April 28. He was 
appointed manager of the Chester 

hronicle in $ 
became a director in 1947, and 
joint managing director in March 
of this year. Mr. Gwyndaf ‘_ 
has taken an active part in 
Lancashire, Cheshire, and Derby: 
shire Federation of Weekly News- 
papers for nearly 20 years. He was 
the Federation’s secretary for 10 
years. He is now president of the 
Shropshire and North Wales News- 
paper Owners’ Association. 


* * * 


The annual general meeting of the 
Young Newspapermen’s Association 
will be held in London on May 3. 
Roy H. Welch (Leighton Buzzard 
Observer) will succeed M 
Rowntree (Oxford Mail) as 
dent and M. C. Adam ( Pree 
Observer) has been nominated for 
the office of vice-president. W. A. 
Warden (Hendon and Finchley 
Times), honorary secretary of the 
Association since its formation, 
does not offer himself for re-elec- 
tion and R. S. Tindle (Newspaper 
Society) has been nominated. 

* * * 

At the annual general meeting of 
the Press Advertisement Managers’ 
Association the following were 
elected officers: president, W. A. 
Goodale, Kast Anglian Daily Times; 
immediate past president, W. B. 

ore, Birmingham Post & 
Mail; vice-president, Arthur 
Belfast Te legraph; hon. treasurer, 

Clay, Kent Messenger; hon. 
secretary, iu Northern 
Whig & re es gy BY 
management . A. Bundy, Glas- 
ow Herald; 4. 

‘otsman; K. B. Easthope, Ports- 
mouth & Sunderland Newspapers; 
H. H. me Berrows Worcester 
Journal ; 


Post and Echo _— 
+ . 

director of 

Bradicy, Victor © Bradley Ltd., colour 


—, was married at Surbi 
rey, on Saturday, to. Mise H 


J. Gwyndaf Jones 


Margaret A 
manageress wit 
vertising) Co., Ltd., married Bernard 
Keasley, a building contractor, at 
ba Church, Southgate, on Satur- 
é-. Bridesmaids were il Dun- 

e, production assistant at R. 


» production 
R. Anderson (Ad- 


Anderson, and Marion Keasley who 
is with Nelson Advertising Service. 
* * * 

E. J. Hague, maton of hr 

Engineer, has 
director of _ BH " prathers {P (Pub- 
lishers) Ltd. 

7 * * 


Leslie Codd, public relations 
officer and publicity manager of the 
Guildford and District rative 
Society, is to be Guildford’s next 
mayor. 

* . 


The Polytechnic Touring Associa- 
cms publici - ons contracts 
partments, w still preserving 
their individual identity in opera- 
tion, have been formed into a joint 
a a section under the control 
as plans execu- 
tive. He has held various appoint- 
ments in the sales section. 1. Eins 
will continue in =" 
publicity department. 
os . 

James Anthony Robertson has 
been co-opted a member of the 
board of ~ ¥ Publications Ltd., 
roprietors the Dublin Evening 
ail. Mr. Robertson 
associated with the printing ae 
in Dublin for many years. 


* * * 


ey 
x 
hy 


80, 


EN 


Head Office: MAIDSTONE 
FLEET STREET, LONDON, €.C. 


"MES SENGER 


fox Kent 


ae ia es . ¢ , : * a ae as Ts Bsr sys 
= fc “a . ieee iia : oe - 
oN ADVERTISER’S WEEKLY 56 Apnit 8, 1954 
Ae. } Z re <= - == FJ ”" : 13 sc ae 
one News About @ 4 P [yy 7 
| : A 5 == 2 o. = 2 -S525 S252 : {| f r 4a at , 
ae on ae ae rs ; i | 
Ne . A Iwards 7 
: ae Voice & Vision Lid. and for three a as R. D. L. Dutton 
rtment 
i ia — = : —_a 
—- | % ZB 
5) * ae : 
aa | te 
Nie a 
(gee 
he 
iN 
=. 
{ er ee 
ig 
a es 
+3 Ltd., is les b Monda 
a far a, month's vis 0 loreek, where potted press relations officer for 
ali illiam iteley Ltd., Queensway, 
a a W.2. | She has been FN | 
a on in Great tain 
ate Si wel (SA. and has lectured und broad. 
iene PERLE ATONE Ee LT aL 
Be . - - =e 
ee FAW y ce J | 
a ia i 7 ae 
a — $e 
; a Bo 7 7 i 3o oe, OS a : A cee oes i Pee . Gee Bi if ae i a 


“ADVERTISER'S WEEKLY 


a. 
P 


Me EE OT 
: ls) ZA 7 py \ agate 
ig y 


ar ae 
5 < Fe Fes sy PP " ia ¥ A ~ Ps ' pil 

e 4 " & * ’ isi tae 

ig Li Dg ket it x i i a 

Nm et Se As \ ee 

po. —~ . f SS. i > . y Bl Ph Ay 7 5 

eee Un - ao ——° 


pa 


7 4 ‘uf : ie po 

sid "i a ll “ie is He, a : 
ee ee 

ee agi bien) 


z 


__ ~@ 


There are more motorbikes 
on the road every day 


With the biggest daily 

net sale on earth, the 
DAILY MIRROR offers 
the most powerful mass 
market coverage in 

the history of daily 
newspapers at the lowest 
square inch per 

thousand rate of all 
national dailies. 


It’s a mystery to me how they manage to buy them. Look at this lot. 
They’re only lads, most of them. 


They may be only lads but they make pretty fair money. Today, you get 
a boy working in a factory where, including overtime, he can make between 
seven and nine pounds a week. He gives his mother a couple of quid and the 
rest is his own. As a matter of fact, according to the Oxford University 
Institute of Statistics, 70°, of the motorbikes in the country are owned 
by people earning less than twelve pounds a week. I wouldn’t mind betting 
the majority of them are lads like these. 


Do you think they buy our products? 


I don’t see why not. They spend quite a bit on other things as well. Clothes, 
entertainment and the like, and when it comes to buying things for the home, 
families such as their’s club together. By and large, they’re the people with 
the money to spend these days. 


DAILY MIRROR 
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When planning 

your schedules you 
MUST include 

THE DAILY MIRROR 
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Ad film impact test shows cost per reply 


d 


Some of the members 74 the pond of Management of the National Needle 


Arts Bureau Lid. and 
, a ‘Display,”” judging San 
7 ae competition, Left Fd 


director 7) 


8, vice-president of the B.D.A. and editor 
or the ed Sewin, 


Week window and interior 
F. Harwood, a director of the 


a 
ttern service, alg William Amsden, joint managing 
POtney Amsden r} "heme, Lid., and 8. J. 1. Battersby, publicity 


advertising manager of the Calico Printers’ Association Lid. 


WINDOW DISPLAY COMPETITION WILL 
PUBLICISE SEWING BOOK 


A window display competition 
is to be run to publicise the new 
and revised and Anglicised edi- 
tion of the Singer Sewing Book 
to be published by McGraw-Hill 
on May 25. The book, which 
will sell at 25s., will consist of 
260 pages with 30 colour plates 
and over 1,000 photographs and 
diagrams. 

The competition will be 
divided into two classes—depart- 
ment stores and booksellers—and 
in each case the first prize will 
be a portable electric Singer 
sewing machine with £10 cash 
for the runners-up. 

Large scale advertising cam- 
paigns will be run in women's 
interest magazines by both 
McGraw-Hill and the Singer 
Company. 

It is proposed to translate the 
book into nine other languages. 
The first edition reached a total 
sale of 428,000 copies, mainly in 
the United States. 


Putting Harrogate on 


exhibition map 


Opening the Harrogate Ideal 
Homes Exhibition at the Royal 
Hall, Harrogate, the deputy Mayor 
of Harrogate (Cr. Edwin Pickard) 
said that Harrogate’s aim was to 
make the town the finest trade ex- 
hibition centre in the provinces. 

He congratulated the organisers, 
Wiley Displays Ltd., on the lay-out 
of the exhibition. 

E. R. M. Brooke, sales manager 
of Wiley Displays, said they would 
do everything in their power to help 
Harrogate to achieve its aim as a 
exhibition centre. 


BOOST IN PROVINCES 
vinci advertising in the pro- 
noe is being used to sup- 


ture 
Petition in the dpordoe » ges 


Industrial editors’ 


convention plans 


The annual convention of the 
British Association of Industrial 
Editors will be held at Berners 
Hotel, London, May 27-29. 

Speakers will include: Harold 
Watkinson, M.P. (Parliamentary 
Private Secretary, Ministry of 
Labour and National Service), 
Sir Stephen Tallents (founder 

resident, Institute of Public Re- 
ations), J. B. Boothroyd (Punch), 
C. A. H. Owen (head of the pro- 
ductivity section, information divi- 
sion, Board of Trade), and Peter 
a (Hunt, Barnard & Co., 

). 

Awards in the B.A.LE. House 
Journal Competition will be pre- 
sented. 

The foliowing have beer nomi- 
nated, without opposition, for 
election to office on the national 
executive: chairman, E. W. Sharp 


(editor, The Holding Compo- 
nent); vice-chairman, E. N. 
Parker; hon. secretary, J. P. 
Wynn; hon. treasurer, R. B. 


Yates; editor of the Association's 
journals, J. W. Hazzlewood; 
Committee men: B. S. Abrams, 
J. S. Boyle, L. J. Durman, P. W. 
Flower; B. W Smith, Sidney 
Smith. 


ADVERTISER SAYS 


‘RESULTS COMPARE 


FAVOURABLY WITH OTHER MEDIA’ 


A two-minute advertising film, made for McDougalls, Lid., 
and shown in 16 cinemas, resulted in the return of 131 reply 
cards per 1,000 viewers. The cost-per-reply (on a cinema 


exhibition cost basis) was 24d. 


The “McDougall’s Experi- 
ment” to test the direct response 
to screen advertising was ex- 
plained at a press showing last 
week when the film was intro- 
duced by A. M. Malin, sales pro- 
motion manager of Theatre Bub- 
licity, Ltd., the producers, and 
the test was explained by 
R. D. L. Dutton, account exe- 
cutive of London Press Exchange, 

td., who conducted it on be- 
half of McDougalls, Ltd. 

Entitled “Meet Mrs. Hurst,” 
the film, a normal two-minute 
colour picture, shows Jean Kent 
in her kitchen, baking cakes and 
pastries while using McDougall’s 


self- Dougal flour and aided by 
McDougall’s cookery book. In 
a spealel ending, lasting 20 


seconds, the commentator invites 
the audience to collect postcards 
in the foyer on their way out, 
so that they can send for a copy 
of the cookery book. 


Special displays 


Special displays made to con- 
tain the reply cards were situated 
in the cinema foyers in such a 
position as to be unnoticed by 
patrons on their way into the 
cinema, but visible and accessible 
to them on their way out. The 
ee were designed not to 
“sell’ their own accord. 


I” of 
Nevertheless, to offset any sell- 
ing power which they might 
have, tests were made in cinemas 
in which the displays were used 
but the film was not shown, and 
the necessary allowance made. 

It is claimed that the cost of 
the scheme for the 16 cinemas, 
if regarded as part of an average 
campaign, would be: (a) produc- 
tion of film (one-third of b and 
c) £105; (b) copies of film £41; 
(c) exhibition, £273; total, £419. 
The cost per direct individual 
impact of the film is claimed to 
be 54d. 

A Theatre Publicity brochure 
states: “The results of this test 
are regarded by McDougalls Ltd. 
as highly satisfactory, and able 
to compare favourably with any 
similar offer carried out using 
any other medium.” 


Displays, 

were placed in the foyers of cinemas 

where the McDougall advertising 
film test was carried out. 


containing reply cards, 


Sweets firm will 


advertise more 

James Pascall Lid., the sweet 
manufacturers, are expected to 
increase their advertising. 

Presenting his annual statement 
last week the chairman, R. 
Ellman Brown, said: “We antici- 
pate increased advertising. and 
sales charges as an inevitable 
development from growing com- 
petition.” 

He said they had every con- 
fidence in their ability to main- 
tain fully their present level of 
sales but there were signs that 
the full productive potential of 
the industry was in excess of 
demand and it seemed probable 
that this would lead to lower 
rices for certain types of con- 
ectionery. 

Pascall’s agents are F. C. 
Pritchard, Wood and Partners 
Ltd. 


LAYOUTS ON TOUR 

A selection of 30 winning lay- 
outs submitted for the British 
Federation of Master Printers’ 
lith annual gold medal layout 
competition is to tour colleges 
of art and other educational 
establishments. 


Members of the Midlands branch of the Incor 
In this group, t 
extreme left, with the chairman, 


Motor Works last Thursday. 


ated Advertising Managers’ Ass 
honorary secretary of the branch, A. W. 
E. Luscott Evans, fourth from the left. 


toured the Austin 
W. E. Yate, is on the 
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ADVERTISER'S WEEKLY 


61% of our readers find what 


they want in no other daily paper 


It appears that the percentage of News Chronicle 
readers whom we share with other newspapers is 
lower than that of any other national daily. Not 
much lower, obviously. But cnough to remind an 
advertiser that if he doesn’t promote his merchandise in 
the News Chronicle, he’s missing the lion’s share of the 


three million* responsive customers we can offer him. 
Just how valuable this readership is in terms of 
moncy, occupations, and responsiveness, we show in 
the booklet illustrated. It is clear that this body of 
readers has a distinctive character that influences buying 

habits in wider segments of the market. 
* Hulton Readership Survey, 1953 


NEWS CHRONICLE 


The findings in this booklet are based on a survey conducted originally for our private 
editorial use — but some of the information, we thought, would be very useful to 
advertisers or their agents. Copies of the booklet may be obtained by writing or 
telephoning to the Advertisement Director, The News Chronicle, Bouverie St., E:C.4. 


Central 5000. 
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ADVERTISER'S WEEKLY 


Second ad series to 


boost advertising 


a pebble 
in the pond 


Mote aig piact sna Us ance 


One of the advertisements in the 
new series issued by the News- 
paper Society. 


Steady advertising 
has -paid 


Tribute to the # national 
advertising had pla in in- 
creasing sales was mre by John 
White, chairman and managin 
director, presenting the annua 
report of John White Footwear 
Holdings. 

“Our steady use of national 
advertising in Great Britain has 
made the public more aware 
each successive year of the value 
of the John White signature on 
footwear,” he said. 

“The most helpful and out- 
standing campaign during the 
year under review was un- 
doubtedly the launching of the 
range of shoes soled with Plexor 

a new modern material. We 
were not only very successful in- 
deed in selling hundreds of 
thousands of Plexor soled shoes, 
but this completely new venture 
was also successful within a 
matter of a few months, to which 
our advertising helped very 
considerabl 

Agents tor John White are 
G. S, Royds Ltd. 


Lamps with more 


colour 


A lamp which can change 
colour at the turn of a switch 
is to be put on the market by 
Deweo Ltd., Bellshill, Lanark- 
shire. 

The lamps, which can be sup- 
plied in any two-colour combina- 
tion, are divided into two parts 
with filaments which can be 
switched on separately. They 
can give a light of two different 
colours either separately or at 
one time and thus could double 
an advertising colour combina- 
tion with the same number of 
lamps. 


The Newspaper Society has 
issued a new series of adver- 
tisements for use by members 
to “advertise advertising.” 

Talking Points, the Society's in- 
formation service to newspaper 
advertisement executives, states 
that from the broadsheet issued 
last year, no fewer than 661 
stereos or matrices were supplied 
to newspapers in all areas. 

The new broadsheet reproduces 
16 advertisements designed to 
stimulate national, local, or 
classified advertising, and adapt- 
able for printed matter or 
window and other display. 
Typical of them is an advertise- 
ment with a tug-of-war illustra- 
tion. The copy reads: “If you 
are a manufacturer, you have 
several partners in ‘this town 

our retail outlets. What can 

more efficient than intly 
advertising your goods focally 
and giving the consumer direct 
information about the services 
you offer here? Remember that 
the local newspaper too is your 
partner in successful selling. It 
provides the vital link between 
the manufacturer, retailer and 
consumer.” 

In two of the classified adver- 
tising series, the copy is set out 
to resemble classified advertise- 
ments, 

Talking Points urges: “The 
scheme should work to a 
planned schedule. The adver- 
tisements should appear regularly 
and often. They should have 
good positions. It is a case of 
practising what is preached to 
every other advertiser—faith in 
the eventual value of a planned 
and consistent advertising —, 
The only ‘fillers’ in the road- 
sheet are the classified ones.” 

Matrices and stereos for the 
new series are now available, as 
are also the advertisements which 
were produced last year. 

The series was prepared by 
F. John Roe Ltd. (London office). 


PLANNING FOR 
NEXT WINTER 


At a footwear sales conference of 
the North British Rubber Com- 
pany, held in Castle Mills, Edin- 
burgh, when advertising and sales 
promotion for next winter were 
discussed, a series of window dis- 
plays for both summer and winter 
footwear were built to pin-point 
the sales promotion programme 
of the company for this season. 

Examining this reproduction of 
a typical window ore for sum- 
mer footwear are ’. Austen 
Barnes, director of the Robert 
Freeman Co., Ltd. (North British 
agents) (left), and T. W. W. Davie, 
advertising manager of North 

ritish. 


Kangol boost for 


dry cleaning 

Kangol are sending a show- 
card bearing the slogan “Have 
your beret dry cleaned” to all 
members of the National Feder- 
ation of Dyers and Cleaners for 
window and counter display. 
Kangol berets recently passed 
the tests of the Dyers and 
Cleaners Research Organisation. 

Every Kangol beret with a 
leather headband now being 
manufactured will bear a label 
advising purchasers to take the 
berets to members of the Federa- 
tion for dry cleaning. 


Britain’s prospects of recovery 


Britain’s prospect of recovery 
hangs on a much more tenuous 
thread than many people adver- 
tising in the newspapers think it 
does, Graham Hutton, the econ- 
omist, has warned the Market 
Research Society. 

He based this conclusion on 
his belief that the national pro- 
ductive capital per head of the 
population was little, if anything, 
above that of 1938-9. The “Rus- 
sian Empire” and America were, 
he thought, running neck and 
neck in capital accretion, al- 
though the growth of population 
in the former was so very much 
greater than in America; and 
there had also been substantial 


af 
L 


The Lord Mayor of Liverpool, Ald. W. J. Tristram, opening the exhibition 
of entries in International Poster Design Competition, sponsored jointly 
by the British Poster Advertising Association and David Allen & Son Ltd., 


at the Walker Art Galleries, Liverpool. 


Seated (1. to r.) at the opening 


are W. J, Merrick, chairman of the Liverpool and District Publicity 
Association, J. S. Brown, north-western area director of David Allen 
& Son Ltd., and R. Paul, of Paul Bros. Ltd. 


increases in Western Germany 
and in Japan. 

Mr. Hutton, who was speaking 
at the first annual luncheon of 
the 5 as an incorporated 


body, sai “We stand to-day 
with much more developed 
mathematical and statistical 


apparatus, but with remarkably 
wide margins of error in our 
conclusions and in the logic of 
the application of those conclu- 
sions.” 

Another guest speaker, Dr. 
Oswald George (chairman, Asso- 
ciation of Incorporated Statis- 
ticlans and in charge of the 
Census of Production at the 
Board of Trade), said that the 
most prosperous members of his 
audience appeared to be engaged, 
not in market research in the 
ordinary sense, but in operational 
research. If market research was 
undefined, operational research 
was indefinable. 

Louis Moss, the Society's chair- 
man, briefly referred to its work 
in building up a strong profes- 
sional organisation through study 
frours, week-end schools, pub- 
ications, and luncheon speakers 
—academic, business and tech- 
nical. 

The luncheon was presided 
over bY the Society's president, 
Sir Arthur Bowley. 

Guests at the luncheon in- 
cluded: Hubert A. Oughton 
(president, Institute of Incorpor- 
ated Practitioners in Advertising) 
and W. Thielé (chairman, exec- 
utive committee, Incorporated 
Society of British Advertisers). 
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Radio Luxembourg audiences are still increasing. The 

February Audience Survey reveals that 17,300,000 adults listened at 

some time to the English Transmissions over a period of 

seven days. Overwhelming response is regularly reported by advertisers. And, on 

the solid evidence of direct enquiries, they are taking more and more time on 

the Luxembourg air. The spoken word . . . a huge mass market of men and women 

in receptive mood . . . This surely is the most important single 

medium available today to national advertisers. Send for “FACTS 

AND FIGURES”—a comprehensive summary of Radio % Figure by Social 


Surveys Lid. for Great 
Luxembourg English Transmissions Britain and Ireland 


ONE 75-WORD ANNOUNCEMENT 
SO tes TM NT A a oe a Sees ee —229,000 REPLIES! 


This was the magnificent response 
received toa Blue Orchid Perfume 
RADIO LUXEMBOURG ADVERTISING LTD. sample offer in the recent “GIFT 


BOX” series, Figure supplied by 
38, HERTFORD STREET, LONDON, W.1. Delavelle (G.B.) Ltd. Agents:— 


,S 
General Manager: G. Clement Cave Napper, Stinton, Woolley Ltd. 
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COMMENT 


The REAL story 
of advertising 

A recent half-page advertise- 
ment in the “Sunday Ex- 
press” for G-Plan furniture 
drew an initial 12,000 re- 
quests for catalogues. 

Lord Beaverbrook’s enterpris- 
ing journal did not miss the 
opportunity to publish an 
editorial story. 

But this was an all-too-rare 
occurrence. Publishers in- 
frequently have such oppor- 
tunities because many 
advertisers are reluctant to 
tell their success stories. 

Lord Leverhulme is more en- 
lightened. He does not hide 
his firm’s advertising light 
under a bushel. Instead he 
steps boldly into the lime- 
light and tells the housewife 
how advertising gives her 
cheaper detergents. 

We print his story at length on 
this page because it illus- 
trates how advertising should 
hit back at its critics. 

This is the first of a series 
“They Speak for Advertis- 
ing” which will be published 
between now and the Adver- 
tising Association’s Confer- 
ence next month. 

It is hoped that they will in- 
spire every advertiser to tell 
his story of service to the 
consumer. That would be 
the most effective way to 

in 


® Shop workers’ union is to 
consider a scheme to use 
daily press advertising and 
films to seek recruits. 

* A process for ae - in 
four colours been 
— in Cennde It may 

be demonstrated in Britain. 


® Poultry by mail order is to 
be advertised soon. 

®An extensive drive for the 
packaging of foodstuffs— 
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THEY SPEAK FOR ADVERTISING (1) 


ApriL 8, 1954 


Why coupons are used to 
sell detergents 


EOPLE have followed with 

interest, and sometimes 
with amusement, the adver- 
tising campaigns of the big 
firms in various products, and 
not least in soap powders and 
synthetic detergents. 

When the housewife sees the 
large coloured hoardings and the 
half-page press advertisements 
and, at the same time, receives a 
multiplicity of coupons and other 
samples, she cannot help wonder- 
= who is really paying for all 
this. 

She naturally asks herself the 
question: “Am I really getti 
something for nothing when 
obtain two packets for the price 
of one by handing in a coupon 
at my local store?” The real 
answer is “No,” but in actual 
— what is happening is that 

use of the coupon system 
and other forms of advertising, 
that particular product costs less 
than it would do if it was put 
on the market without any ad- 
vertising support. 

The market price for any pro- 
duct must cover all costs of pro- 
duction, including materials, 
labour, packaging, transport, 
return on capital, purchase tax 
and even advertising. All these 
costs are paid for by the con- 
sumer in the retail price. But 
the important — E not how 
much any one these items 
costs in total—i.e., how much is 
spent on labour or how much is 


by 
LORD LEVERHULME 
an advisory director of 
Unilever Ltd., speaking at 
the annual luncheon of the 
Widnes (Lancashire) 
Chamber of Commerce. 


: nt on packaging—but what is 

© cost per — of product pro- 
ya for it is this unit cost 
which is embodied in the retail 
os Where costs are large and 
airly rigid, then the more goods 
produced the smaller will be the 
unit costs. This is equally true 
for advertising. 

Under modern methods of flow 

uction, costs can only be 

t at a minimum if a large- 
seale output is achieved. As 
soon as plants operate at less than, 
say, 70 per cent capacity, the 
unit costs of the aust paetuced 
will rise sharply. 

If, therefore, sales can be 
maintained or extended so that 
the capacity of plant used is 
greater than, say, 70 per = 
the unit costs of the goods 
duced will decline. Hence, i > 
spending a farthing per packet 
on advertising, output can be 
increased so that manufacturing 
costs decline by a halfpenny a 

ket, then total unit costs will 

ve declined by a farthing a 


® Roy Thomson, chairman of 
the Scotsman Publications 
Ltd., is becoming interested 
in the news agency field. 


® Large-scale marketing of 
quick-frozen soups is ex- 
pected next autumn in this 
country. 


* THE FORECAST IS THAT 
THE GOVERNMENT WILL 
ADVISE THE APPOINT- 
MENT OF ONLY THREE 
PROGRAMME CONTRAC- 
TORS IN THE INITIAL 
STAGES OF COMMERCIAL 
TELEVISION. STATIONS 
WILL BE LONDON, BIR- 
MINGHAM, AND LANCA- 
SHIRE. 


® Brewers are considering re- 
search to discover “the 
most attractive form in 
which beer can be presented 
to women.” 


ROUND TABLE 


packet and this would be passed 
on to the consumer. 

In this way advertising —~ 
to create and maintain large-scale 
markets, enabling both the con- 
sumer and the worker to reap 
the benefits of mass production 
methods. 

The second point to realise 
about advertising is that the 
launch of a new product almost 
invariably involves a heavy loss 
for the producing firm. 

During the introductory period 
which might easily last for two 
or three years the consumer is 
buying a product, the price of 
which reflects the benefits of 
large-scale production and sell- 
ing, even though these benefits 
have not been achieved. In 
other words, the retail price at 
which the consumer buys the 
gow is being — by the 
rm, for durin riod the 
= is probably “ea a 
loss. 


Advertising gives freedom of 
choice to the consumer. After 
all, freedom of choice is almost 
as important as freedom of 
speech and freedom of thought. 

Large-scale production would 
not be possible without adver- 
— because producers would 

prepared to risk investing 
large sums of capital in mass 
production methods, and this 
would mean that the cost of 
a rticular product to the 
public would tend to be very 
much higher a it now is. 

It is wrong to imagine that 
advertising is just an adjunct of 
a sales ——. is, in fact, 
an integral part of the production 
function. 

Intimate co-operation between 
different branches of the indus- 
trial operation is not required 
only for the introduction of a 
new product. It should take 
place constantly and continu- 
ously. Advertising should be 
regarded as just as important a 
branch of the industrial opera- 
tion as design or production. 

Advertising is part of the team 
work in the industrial process 
and, therefore, it is quite wrong 
to single it out for criticism. The 
manufacturer is just as interested 
as the shopkeeper in keeping his 
goods moving across the counter 
to his customers and it is in 
these later stages of the produc- 
tive process that advertising plays 
its most effective part. 


Listener 


AVERAGE WEEKLY NET SALE 133,105 
All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Brow4-~-~.g House, Portland Place, London, W.1 
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NEW DISPLAY UNITS 
COMBINING 
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On the drawing board, display units can be a9 simple OF a8 complicated 
as a designer's fancy. but when it comes te production — well, that 
is another matter. 

We, at Acme, know through long experience that only an organisation 
like our’s can make ‘complicated’ units both effectively and economically. 
That is because we have every essential process and facility under 
a single control. 

The displays shown above were produced by us for Messrs, J. & P. Coats 
Ltd. to their designs. The units are colourfal, very attractive and 
extremely practical —everything, in fact, that good displays should be. 


ACME SHOWCARD AND SIGN COMPANY LIMITED 
SHOWROOMS; 9 SOUTH MOLTON STREET - LONDON Wi - Telephone: GROsvenor 7458 
Works; Paragon Works « Enfield’ Middlesex « Telephone: HOWard 1651 
Showrooms also at Crown Buildings - James Watt Street * Birminghom 4 * Telephone; Central 2328 
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Review of Advertising 


H* THE great British 
public become strangely 
hypochondriac all of a sud- 
den, or is it pure coincidence 
that a whole string of adver- 
tisers have turned into news- 
paper doctors and begun to 
lecture us about the workings 
of the body? 

There have always been a few 
makers of proprietary remedies 
who purported to give brief and 
simple explanations of how the 
wheels go round and why their 
products perform their little 
miracles. Most manufacturers, 
however, have been much too 
busy talking about the glorious 
dawn of glowing health to dwell 
on the rk ysiological pro- 
Cesses owes Bg 

Patients were not encouraged 
to reason why; theirs but to 
dose and diet. 


Baldness to bowels 


Now there is a new school, 
with a_ selection of teachers 
varied enough to cope with any- 
thing from incipient baldness to 
irregular bowels. Their subjects 
are full of variety but their 
method of teaching is almost 
standardised. 

First comes an explanation in 
popular science style, usually 
with alarming diagrams, of how 
some part of the y works or 
fails to work, and then the tie- 
up with the product. One could 


The doctor moves into 
the copy department 


By COPYTASTER 


almost believe that a whole class 
of medical students had turned 
its back on the health service and 
settled down in the copywriting 


trade. 

A headache remedy, for 
example, has a strange diagram 
of the body expressed in terms 
of the internal combustion 
engine, like a drawing from the 
Autocar. A breakfast food has 
a “simplified” but dismaying 
diagram of the digestive system 
surrounded by three or four 
hundred words of lucid and per- 
suasive copy about constipation. 


A hair restorer, with a 
sketch of a hair “root” which 
must receive regular nourish- 
ment if the hair is to grow, has 
some long and, in my opinion, 
not very convincing copy which 
is remarkable chiefly for a list 
of no less than 18 of the pro- 
duct’s ingredients, all with 
awe - inspiring _polysyllabic 
names and all by some peculiar 
chance, untraceable in even my 
biggest dictionary. 


A nerve tonic has a big dia- 
gram representing a section of a 
“nerve trunk,” and somebody else 
has a weird story about labora- 
tory methods of inflicting and 
measuring pain. 

Even the toilet soap market has 
its little lecture, written in the 
belief that people revel in 
snippets of scientific fact about 


Today's commenest complaint can best 
be remedied nature's own way ! 


There is plenty of 
sugar on this pill, 
in Copytaster's 
opinion. Not until 
the reader has fully 
understood the 
need for bulk does 
the copy pass along 
to discuss the best 
form in which to 
eat it. This ten- 
dency to discuss 
health matters in 
advertising could 
almost make one 
believe that num- 
bers of medical 
students had settled 
down in the copy- 
writing trade. 
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Your skin is constantly changing 


Believing that 
people revel in 


snippets of scien- mn mme 


tific fact, Lux 

points out that & 

Skin is always «== 
changing. 


their bodies. “Your skin is con- 


stantly changing,” says the head- 
line of a Lux advertisement. 
“Surface skin dies—new skin 
takes it place.” 


Very widely read 


Much of this copy is exag- 
gerated, extremely selective, and 
in some instances only faintl 
related to truth. Doctors find it 
either funny or _ infuriating 
according to their temperament. 


But who can doubt that at 
its best— it is very widely read 
and most profitable to its 
sponsors? 


People are more interested in 
themselves and their personal 
problems than anything on earth. 
Was it not Disraeli who always 
amg a conversation by saying 
“how is the old complaint?”, 
knowing that he need contribute 
nothing more but an apparently 
attentive ear and an occasional 
sympathetic noise? People want 
to know what keeps their bodies 
ticking over, and whether they 
will keep their hair or acquire 
film-star complexions, and why 
aspirin stamped with one maker's 
name will work twice as fast as 
the self-same chemical with 
another's name. 


Sugar the pill 


Such information is eagerly 
read in the editorial columns, and 
will be read also in advertise- 
ments, provided only that the 
advertiser provides plenty of 
sugar on his pill and does not 
too obviously try to ram his daily 
dose down the reader's throat in 
every other line. 

The Kellogg’s All-Bran copy is 
excellent in this respect, for 
although it is specially pleading 
it appears all the time to be a 
discussion of the digestive pro- 
cesses in general and the need 
for bulky ead in particular. Not 
until the reader has fully under- 
stood the need for “bulk” does 


Why you should ase 2 pare white tpilet soap 
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the copy discuss the best form in 
which to eat it. 
* * * 

WorkING TO the same formula, 
an equally interesting and per- 
haps even more convincing 
popular scientific story could very 
easily be cooked up about fatness 
and slimming, and _ probably 
somebody has already done it. 
But there are more ways than 
one of slimming a cat, and even 
the ranks of advertising’s worst 
detractors could scarce forbear to 
cheer this brilliant Ryvita cam- 

ign. 

The headline and in particular 
the illustration with its clever 
optical illusion will catch every 

@ Continued on page 68 


co -HOW TO LOOK SLIM-—---- 
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 RYVITA 


makes you fit-keeps you slim 


This, in Copytaster's view, is a 
stunning advertisement. In its 


staccato way the copy is gay, yet 
it sounds full of authority. But 
is Ryvita sufficiently known? 
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An announcement... 
to Exhibitors at the 


BRITISH TRADE FAIR BAGHDAD 


The problems of transporting exhibits to Baghdad, and the unusual conditions 
prevailing there, call for a different method of stand fitting. 


An ideal way of presenting your goods in these circumstances is by the use of 
IVELPAK* Exhibition Units. These enable you to supervise, in the U.K., the 
preparation of your displays which can then be sent all ready dressed to the site. 


With their guaranteed life of over 5 years the units can be used again and again 


with the interior treatment changed as often as you wish. 


* URES & ict cn te &m eee els en It constitutes a 
perfectly designed exhibition stand complete with lighting, display panels, 
storage space and accommodation for exhibits of all sizes. 


The case itself is tremendously strong—can be folded up and locked in a matter 
of seconds—and is proof against damp and dust. 


We have a brochure illustrating the six different models available and will gladly 
send you a copy on request. Better still, please come to our Shepherds Bush 
Works and let us demonstrate the units for you. 


CITY DISPLAY ORGANISATION 
30 UXBRIDGE ROAD, LONDON, W.12. SHE 1281 


*IVELPAK—the answer to most exhibition problems, especially Overseas. 
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Sticking to our last .... 


FOR NEARLY FIFTY YEARS Tothill Press has been foremost among publishers in introduc- 
ing developments which have brought British Technical Journals to their present 
high standard. 


The specialist knowledge gained in producing 14 technical journals for Britain’s Key 
Industries provides the authoritative background which enables Tothill Press to take 
a confident step into a new field of technical publishing. 

INDUSTRIAL EQUIPMENT NEWS is the latest addition to the Tothill Press group of 
journals. 

INDUSTRIAL EQUIPMENT NEWS is produced for, and distributed among, Production 
Executives in the manufacturing plants of Great Britain. It is concerned solely with 
equipment, processes, accessories and materials which have just been introduced. 
INDUSTRIAL EQUIPMENT NEWS has a CONTROLLED CIRCULATION of 13,000 
which is sent to NAMED INDIVIDUALS and is received by executives in the following 
categories: Managing Directors, Design and Development Heads, Technical Directors, 
Production or Works Managers, Plant Maintenance Engineers and Chief Buyers. 
INDUSTRIAL EQUIPMENT NEWS is a practical journal; it crisply describes new 
developments which help to speed production, save labour, lessen cost or improve quality. 
INDUSTRIAL EQUIPMENT NEWS gets results for its advertisers because every one 
of the 13,000 executives who receives it is in a position to buy or influence purchases. 


Decide mow to use the economical selling 
power of INDUSTRIAL EQUIPMENT 
NEWS. The advertisement rates represent PUBLISHED MONTHLY BY 
unbeatable advertising value. Where else can 


an appeal be made to such an influential 
readership at the rate of only £2 3s. Id. per TOTHILL PRESS LTD 
thousand ? Guaranteed and proved minimum bd 


circulation, 13,000 monthly. 
33 TOTHILL STREET, WESTMINSTER 
ADVERTISEMENT RATES 


(PER INSERTION) LONDON, S.W.t. 
12 6 Telephone: Whitehall 9233 (12 li 
annually | annually Single cr is ( _ 
ee ee 

QUARTER PAGE £26 £27 £28 

HALF PAGE £52 054 £56 BRANCHES AT: MANCHESTER + GLASGOW 
as SE BIRMINGHAM * NEWCASTLE-ON-TYNE + LEEDS 
Space is sold in Quarter-page and Half-page Units only. BRISTOL 


IE N is published on the last day of the month preceding the month of issue. 
TYPE AREAS: Quarter-page: 54° x 4° 
Hall-pages: Vertiesl 115" x 4° 
Horizontal 55° x 8)" 
Sereen for Blocks 120 
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very post brings proof of the 
selling power of Industrial Equipment News 


sairiee ssiovarar's MOST GOMPLETE PeOBUCT IMFO. MATION seavice 


Latest Design Eases Rapid Production 


in Several ‘NOEX OF PROOUCTS 
ue " 
changeability is one of the main features of the No. 10 Die Se ote cies 0 Oe ee oe 
Caster, latest addition to this company's range of machines. If it is antertah (*) dter s number means ediiortal menter 


necessary to use aluminium, magnesium, or copper alloys a cold- 
chamber head is available to replace the gas-fired furnace used for 
mne alloys; the hot-chamber version is illustrated here. All the 
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Service Form 
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couplings are interchangeable, and the piping ts arranged to Jucilitate + aed 1 SAME epemmen 9190; 2800) 
conversion, which can be effected in about one hour ne dae Seni 

With the zinc-casti \g machine, after the dies are closed a A im 5 * A 
mechanical interlock allows the operating handle to be moved in one Sea 


Comtunuous Movement into the myection position. No other ‘ation 
ts necessary, the injection plunger forcing the metal into the die when 
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the handle is mm the injection positiot, Movement of the handle to the “ten anne ae RAE xy 
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INTERNAL CIRCULATION 


ladle of meta! 1s poured into the cylinder nm yection handle Please paws to: 
1s depressed to cause the plunger to operate at (he required pre-deter- ‘ 
muned speed and pressure. ! 
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for the production of more 
first-class print and point-of-sale 
displays. We are pleased to 


advise our many friends — and 
potential friends — that our second 
factory is now in full production. 
Our scope therefore for the 
manufacture of multiple displays, 
quality screening, and clean, crisp 
letterpress is increased 
considerably, The combination 
of a first-class team of 100 
craftsmen, the most modern 
equipment — and 60 years 


experience ensures a 
product and service 
second to none. 


LKERS 


MANCHESTER I 


central 496 5/6/7 
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woman's eye—the fat and the 
lean and the tall—and the copy 
should certainly hold them in the 
firmest of grips: 

“Old and new. The irre- 
sistible spring fashions certainly 
mix the two. New materials, 
new colours, new designs. But 
the old sleek line stays on: 
graceful, very feminine, slim. 
Have you the figure for this 
line? If you're in two minds 
about it, spend time and 
trouble in choosing what you 
wear. Checks and squares, for 
instance. Shun the large. Stick 
to the small. That way you'll 
look several sizes smaller than 
you are. If you're very much 
in love with large squares or 
checks, face one fact: you'll 
have to slim. And then have 
to keep slim.” 

Ihe coupon offers a booklet 
containing slimming exercises, 
diet sheets, dress hints and spring 
fashion news. 

This is a stunning advertise- 
ment. 

In its staccato way the copy is 
gay, but it sounds full of 
authority; the editor of one of 
the glossier magazines herself 
might have written it, though 1 
think she might have wondered 
whether sleek means quite what 
Ryvita's copywriter supposes. 

My only query—and perhaps 
the advertiser alone could supply 
the answer—is whether Ryvita is 
so well known to the post-war 
generation that it is really safe to 
dispense with any description of 
what Ryvita is and how one eats 
it. The picture of the biscuits 
and the box must be quite 
meaningless to anybody who has 
never seen or heard of Ryvita. 

oe * 

Wuat a good advertisement 
this looks for Sisco Paints—and 
what a disappointment awaits the 
reader ! 

“Useful and money-saving tips” 
sound like the answer to an 
amateur decorator’s dream, but 
apart from much dreary boasting 
about the different paints the 
only useful tips in the copy are 


an 


Decorating your. fan 
home yourself? 3 “gy 


Mere are sore wsefal and mamey. arn 
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Re : } DOORS AND FURNITURE 
. freer. te ona 


WALLS AND CRILUING - ‘ "90 - 


This advertisement has all the 
appearances of being good. A 
disappointment, however, awaits 


the reader. Where are the tips? 
a suggestion that one should 
stand on the kitchen table to 
paint a ceiling, and paint the 
panels of a door in a certain 
sequence instead of doing the job 
haphazard. 

Let me say again, for it cannot 
be said too often, that unselfish- 
ness pays in advertising. If you 
give the reader an inducement 
and a reward for his time and 
trouble and give it generously he 
will repay you again and again. 

Humour, charm, useful or 
interesting information and ad- 
vice—how easy it is to supply 


one of these, and how unmistak- 
ably they are reflected in tests of 
readership, in coupon replies and, 
above all, in sales. 


aaa ae 
x ema 


An entire front window of the Bond Street premises of Keith Prowse 
is currently devoted to an exclusive display of records from Electric 
and Musical Industries Ltd. 
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ARTISTS IN ADVERTISING 


South Africa’s Largest Agency 
is looking for Talented Men 


This advertising agency with branches in all the main cities of South Africa, 
Rhodesia and East Africa has vacancies for ambitious young artists and a repre- 
sentative of the organisation will be arriving in the United Kingdom within a werk 
or two and will visit the principal cities to interview applicants. 


There is considerable scope for keen men—and the organisation is looking for train- 
ees as well as top-flight men—so whether you are in the top flight or perhaps a 
young man in the early twenties with talent, a good art training and some commer- 
cial studio experience, there are excellent opportunities for you in South Africa’s 
rapidly growing advertising world. 


MEN ARE REQUIRED IN THE FOLLOWING CATEGORIES: 


(a) Figure artist, with special qualifications in men’s wear drawings; capable of layout to finished art. 
(b) Figure artist, specialising in women’s stylish figure drawings—must be good on fashions. 

(c) Illustrator, for realistic character work—must be able to handle wide range of illustrations. 

(d) General figure artist for all classes of figure work in any technique. 


(e) Mechanical, Industrial subjects—in addition to dramatisation of such subjects, must be able to 
work in various techniques. 


The foregoing should be top-flight men. 


IN ADDITION there is scope and a fine future for young men who are on the way to the top. 
In this group the following men are required : 


I. Figure artists from layout to finished art. 


II. General artists—not necessarily figure—but really good on general work—-must be accurete 
draughtsmen and be familiar with all reproduction requirements. 


Ill. Creative layout men capable of producing first-class submission layouts, preferably able to 
work in colour as well as black and white. 


IV. Accounts executive for East Africa—where there are big possibilities of advancement. 


. 
If you are a young man with real talent and a desire to see other parts of the world you 
may be the man we are looking for; so write at once giving full details of your ability, special 
qualifications, training and experience; send copies of testimonials; state age, married or single. 


DO NOT SEND SPECIMENS AT THIS STAGE 


The African Amalgamated Advertising Contractors (Europe) Ltd. 
11 Argyll Street, Oxford Circus, LONDON, W.1 
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HIGHEST IN T 


HIGHER THAN 
SUNDAY NEWSPAE 


The above average weekly net sale for the first thr 
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HISTORY OF 


AY TIME 


ANY OTHER 
“KR IN ITS CLASS 


onths of 1954 is certified by Messrs. Price, Waterhouse 
ommittee of the Newspaper Proprietors’ Association. 
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Technical Print Review 


No gruesome old-fashioned 
trade marks this month 


APRIL 8, 1954 
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HE SALES director of 

Brook Motors Ltd., Hud- 
dersfield, John Bailey, is not an 
exponent of the chancery or 
italic handwriting, so popular 
nowadays, but he does write 
in a forthright and orthodox 
style which, if not copper-plate, 
is based on it. 

How do I know? 

Well, Mr. Bailey, in inviting 
clients to visit his firm’s stand at 
the British Industries Fair, Castle 
Bromwich, in May, thought it a 
good idea to send them a per- 
sonalised direct mail shot and 
by lithographic means has had a 
facsimile of a letter in his own 
hand sent round. It has a very 
good effect I think but I have 
one minor suggestion. Mr. 
Bailey should have had the note- 
paper heading printed. It looks 
a bit amateurish to have the 
name of the firm and address 
written too. Mr. Bailey also 
sends a copy of a neat pocket- 
sized magazine, The Brook, 
which is put out by his firm. 


By ROGER DARCY 


I am glad to read that the editor 
has changed the body type-face 
to a Roman instead of Gill sans 
“to make it easier on the eyes.” 
It is getting round then that the 
much maligned serif has its uses! 
The Brook is printed black and 
olive green—a good combination. 
There is an effective use of solid 
backgrounds for captions and 
some of the pages are quite 
cleverly made up. Only one 
complaint—one I have mentioned 
before—and that concerns the 
imprint which reads “Printed in 
England.” 

Why not give the name of the 
printer? 

Surely nobody is ashamed of 
his work? Brook Motors make 
sure everybody knows that they 
are the makers of their particular 
goods. Why not extend the 
same facility to the printer? 

The Kingham Advertising 
Agency have just produced a 
brochure which tells the story 
of the new super-colour high- 
speed rotary newspaper press 


Above: The marriage between 
glass and steel is described in 
this spirex-bound brochure from 
Weldall and Assembly Ltd., and 
Stern ard Bell Lid. Production 
was by F. J. Lyons Ltd. Right: 
This booklet from Brook Motors 
Ltd. is printed black and olive 
green—in Roger Darcy's view, a 
good combination. 


which has been designed and 
constructed by R. Hoe and Crab- 
tree Ltd. This is most effective 
—particularly the reels of colour 
as a background to the press 
depicted on the cover. 

Inside, the clear layout enables 
the reader to see straight away 
the parts of the press which 
interest him. The centre spread 


@ Continued on page 74 
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Some people shut up like a clam when something new 
and original is suggested. Take display for instance—every day for over 30 years 
we have created new ideas to sell products of infinite variety. The public 
respond to a new approach—an unusual presentation. It is our job to attract 
attention to your product, to punch hard and often at the point of sale. And 
our work is good. We have a fine reputation for first-class screen-printing 
and display. A word on the telephone is your first step to better display. 


(=) Priestleys 


Telephones: Gloucester 22281-4- London TRA 4277-8 - Manchester BLA 3851 « Birmingham CEN 1941 - Cardiff 31217 
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An important survey of 
the scope and application 
of plastics products 


July 1954 
20th ANNIVERSARY ISSUE 


of the premier journal of the Plastics Industry 


BRITISH PLASTICS, in its 25th Anniversary issue, will present an important survey of 
the scope and application of plastics products. Greatly enlarged and magnificently 
illustrated, it will show the immense contribution made by plastics towards industrial 
progress — how its products have improved and, in many cases, extended the utility 
of others in an extremely wide range of industries. 

Since this survey will be of exceptional interest not only to the plastics industry but 
to associated industries varying from aircraft to textiles, home circulation is being 
doubled at no extra cost to the advertiser. This is an outstanding opportunity to 
reach an unusually wide and receptive range 

of buyers. Book extra space now. 


An exceptional advertising opportunity 


BRITISH 
PLASTICS 


DORSET HOUSE, STAMFORD STREET, LONDON, S.E.1 
Waterloo 3333 (60 lines) 
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TECHNICALLY SPEAKING 


eM etete? Soeeeesstece a 


Those who buy print know that for PHOTO- 
LITHO the conventional way to obtain the dot 
formation of half-tone subjects is by glass screens. 
This has its limitations; only after many hours 
of handwork on the negatives is it possible to 
approach perfection. With the introduction of 
magenta CONTACT SCREENS we break up 
the image into its component dots by contact 
printing a positive from a continuous-tone 
negative with the screen interposed. 


The new screen consists of vignetted dots on a 

film base and as this base is magenta coloured 

we are able to control the amount of contrast in 

our reproduction with the aid of colour filters. 
Advantages 


——P creatly improved tone reproduction 
————} Real sharpness of detail 
—————} Minimum of negative retouching. 


Advantage to all print buyers — 


KRU! PRINTERS. 
ALWAYS IN THE LEAD 


w: * ROYLE & SON LIMITED 


HEAD OFFICE: LUDGATE SQ LONDON: E'C°4 
Telephone: CITY 6480 
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° No 
GRUESOME 
TRADE 
MARKS 


continued 


There is an effec- 
tive use of colour 
in this brochure 
produced by the 
Kingham Advertis- 
ing Agency. The 
aim was to tell the 
story of the new 
super-colour high- 
speed rotary news- 
paper press design- 
ed and constructed 
by R. Hoe and 
Crabtree Ltd. 


= 


showing the colour units is par- 
ticularly good. 

Criticism: Why, oh why, 
do advertising men continue 
to use Victorian “antique” 
faces? They are not beautiful 
and certainly have no historical 
significance on a brochure de- 
voted to a 1954 machine. 
This brochure uses good old 
Bodoni for display purposes 
and a sans face for the reverse 
blocks, but on the front cover 
and back the name of the 
firm is set in an antique which 
a as if it came out of the 

rk. 


United family 


Weldall and Assembly Ltd., of 
Stourbridge, and Stern and Bell 
Ltd. of Birmingham, light en- 
gineering members of the Triplex 
group of companies, have issued 
a brochure illustrating some 
their range of welded fabrications. 

Entitled “The marriage has been 
a succets,” to symbolise the union 
between Triplex safety glass aud 
steel, the brochure is a slick 
aan job, produced by 

. J. Lyons Ltd., the public rela- 
tions firm. The cover has pull- 
ing power with bold sans type in 
reverse on a red background. 
Inside there are small line draw- 
ings and many half-tones indicat- 
ing the work of these companies. 
A clever repetition of the three 
crosses trade mark reminds the 
reader of the group which is 
sponsoring the brochure. A par- 
ticularly clever idea is the print- 
ing of two half-tones on the same 
page in different colours—one 
in blue and one in black. 


Drop the Egyptians 

My ~~ criticism is a personal 
one. I do not like text set in 
Rockwell Medium—in fact, I do 
not like Egyptian type-faces at 
all. It would have nm just as 
easy to find a Roman face. 
Headings in Gill Extra Bold are 


UPER COLOUR PRESS 


LEEDS « LONDON © 


Pe 
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Congratulations to Lyons and 
the Triplex group anyway 
acknowledging the printer of this 
quite useful piece of work. It 
has been printed by the Riverside 
Press Lid, Twickenham, Middx. 


“marriage” 

industrial catalogue. 

was a bright idea to symbolise 
the union of these firms but 
frankly it strikes me as being 
slightly incongruous and rather 
reminiscent of those Soviet 
novels and plays where lovers 
discuss their productivity norm. 
Perhaps I'm too sensitive, but 
turning from wedding bells on 
the cover to illustrations of oil- 
distillation units and fume-stacks 
inside would not appeal to me if 
I were the type of person to buy 
an oil-distiliation unit or a fume- 
stack. 

Triplex need not worry. It’s 
unlikely that I will be in the 
market just yet. 

It is pleasing to note that 
in all these examples there 
are no old-fashioned 
trade marks to disfigure the work 
put in by the layout man. Each 
of them is what I call a “clean” 
job and will no doubt do the 
work it was intended for. 
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taking it to the factory workers... 


Throughout the industrial North new factories have been 

and are being built to house new industries 

and provide employment for an increasing number, 

both men and women. You'd find it difficult to make 

yourself heard by these workers individually, but you can David Allen Poster Sites 
get their attention quite simply and cheaply. give complete coverage of 


Posters on David Allen Poster Sites will put your sales Scotland, 

North East and 

North West England, 

throughout some of the most important industrial markets. North Wales. 
Northern Ireland 
and Eire. 


message over, quickly and effectively, 


David Allen & Sons Ltd., 7, Buckingham Palace Gardens, London, S.W.1. 
Telephone: SLOane 0711. Telegrams: Advancement Sowest London. 
Area Offices in Glasgow, Edinburgh, Newcastle upon Tyne, Liverpoo!, Belfast, Dublin. 
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A powerful and vigorous new technical 
monthly journal covering technical informa- 
tion, practical development and the application 
of British communications and electronic 
equipment and components. 

COMMUNICATIONS AND ELEC- 
TRONICS will be read by those responsible 
for the development, design and particularly 
the purchase of all forms of communications 
and electronic equipment. 

The special mission of the journal will be 
to encourage the greater use of communi- 
cations and electronic equipment by industry 


Further particulars, dummy and rate card will be supplied u 


THE NATIONAL TRADE PRESS LTD. 


sy 


to increase productivity and reduce production 
costs. To demonstrate the advantages of 
their applications to all Services, Authorities, 
Organisations, Railways, Airlines and particu- 
larly to industrial concerns who will benefit 
by their greater use. To deal critically and 
comprehensively with new equipment, com- 
ponents and accessories. To keep its readers 
thoroughly well informed as to all important 
developments and applications in this country 
and abroad. To assist in the search for new 
markets for the telecommunications and 
electronic industry. 
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COMMUNICATIONS AND ELEC- 
TRONICS will be printed on good quality 
paper. 

It is anticipated that there will never be less 
than 48 editorial pages per issue, and the print 
order will be in excess of 10,000 copies and 
will be read by the type of reader who can get 
most value from the journal. There will be 
no waste circulation. 

It will act as a channel of information of 
technical developments to producers of com- 
munications and electronic equipment, and 


ADVERTISER'S WEEKLY 


” lablication. 


explain to an important buying public the 
uses to which communications and electronic 
equipment can be put, and it will indicate 
and encourage its greater use among industrial 
concerns all over the world. 


COMMUNICATIONS AND ELEC- 
TRONICS will be the fully representative 
journal of the twin industries and the 
medium for the expression of its views 
and the dissemination of up-to-date news 
concerning every branch of its activities and 
its practical application to industry. 
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application to V. G. Sherren, Advertisement Director, 


rury House, Russell Street, London, W.C.2 4 
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YORKSHIRE EVENING NEWS 


5th AGRICULTURAL REVIEW 
APRIL 27th 


The Yorkshire — News Agricultural Reviews have been published in association 

with the N.F.U. each Spring and Autumn for the last two years. Written by National 

and County N.F.U. leaders they consist of 8 FULL PAGES, as a separate supplement, 

inserted in the ordinary issues of one of the West Riding’s leading evening papers. 

These reviews have established themselves as an up-to-date authority in all branches 

of Yorkshire Agriculture and they are read and kept for reference by Farmers 
throughout the West Riding. 


space in the Review on April 27 NOW and ensure 
the largest agricultural markets in the country. 


YORKSHIRE Advertisement Manager, 
EVENING J. J. Mather, 


2 SALISBURY SQ., LONDON, E.C4 LEEDS 27341 


Book your advertisi 
covering one 


Advertisement Director, 
A. Robertson-Macdonald, 
CENtral 9462 


and 
TRINITY STREET, LEEDS, | 


Count your chickens... 


POULTRY FARMERS 
PIG FARMERS 
SMALLHOLDERS 


Read and enjoy 


ee. the results are certain! 


Specimen copy and rate card from 
206 ST. JOHN STREET, LONDON, E.C.! 


"Phone: CLErkenwell 0343 


Cheapest 
inch rate a 
per thousand readers ? 


in the area ¥, an 


SOUTHERN WEEKLY NEWS 
SERIES 


PART OF THE FAMOUS 4 
(THE SUSSEX GROUP) 


Move 
a 


wtthy 


a 


An influential 
Weekly Group 


tg «aa © SOUTHERN WEEKLY NEWS 
voce oe © BRIGHTON & HOVE GAZETTE 
of Sussex © CRAWLEY WEEKLY NEWS 
LATEST FIGURES 24,129 
London Office : Head Office : 
107 FLEET STREET © "emberottme ©» ARGUS HOUSE 
LONDON E.C.4 saris, © BRIGHTON 


Telephone CEN 2412-3 Telephone Brighton 27161 
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THE AGRICULTURAL MARKET 


An ‘Advertiser’s Weekly’ Special Survey 
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STRIKING achievement 

‘of the agricultural indus- 
try is that food production is 
now 51 per cent above pre- 
war. In the words of the 
Minister of Agriculture, “we 
are producing close on half the 
food needs of a population 
which is nearly three millions 
greater.” 

This is a matter for sincere 
congratulation, but not for com- 
om. The future of distri- 

ution is, in fact, in the melting 
pot; 15 years of controls are 
about to give place to an era 
of de-control. Consumer and 
farmer are being set free. 
Official policy has now declared 
that agriculture is to have “the 
right of direct entry into its own 
market.” 

How will this liberty be 
employed? 


Foreign competition 
Will it find expression in 
individual enterprise ex to 


the fierce onslaughts of foreign 
competition, with production 
more speculative than in 
recent past? Will it take the 
shape of more monopolistic ten- 
dencies on the part of the 
industry, with an inclination to 
avoid, as far as possible, exposure 
to market forces? 

Or will agricultural policy 
favour a middle course, prob- 
ably within the framework of 
producer marketing boards, with 
particular adherence to the view 
“that low margins and high risks 

ill together in agriculture as 
in other industries, particularly 


basic industries which, like 
agriculture, have a slow turn- 
over.” 


More than 


os ciliates at maihteetete Gs einen to the tryside i the extension of worthwhile 
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of the nation’s 


eight million consumers 
in a market of rising standards 


The output per man on the farms of this country is a than 


anywhere else in Europe. 


The problem now facing the 
industry was epitomised in the 
Economist of January 16: “If 
the Government were once more 
to set farmers definite produc- 
tion targets, it would commit 
itself (morally if not legally) 
to underwriting the market to 
an unlimited extent.” On the 
other hand, price guarantees are 
needed as a means of supporting 
the prices of individual products 
and thus helping to ensure the 
farmer the requisite measure of 
stability. 

We are all directly concerned 
in the continued prosperity of an 
indust which mom 
annually with half our food and 
which thus fulfils a second vital 
function as an import saver. In 
1951, for instance, our bill for 
imported food was in the order 
of £1,214 million. The amount 
we can subtract from the food 
bill by growing at home helps 
us to pay for raw materials we 
cannot produce in this country. 

The supply of raw materials 
and foodstuffs on an_ inter- 
national scale is, however, on 


ee ee ree 


of January 28, “the farmers of 
/ South Africa and Australia are 
| preparing to export record 
uantities of dried and tinned 
a Queensland and the 
entine report excellent rains 
pa therefore good — s for 
meat production .. . eat sur- 
pluses continue to anew si 
Against this back ound of 
im ing freedom from con- 
tro the end of guaranteed 
prices and markets, the return 
to a buyer's market, and the 
exportable surpluses of food- 
stuffs and raw materials worfold 
we have to consider the two-f 
roblem of the consumers’ n 
or cheaper food and the mini- 
mum terms on which agriculture 
can continue to supply a sub- 
expand,” wrote Dr. Mark stantial part of it. Farmers have 
Abrams in the Financial Times @ Continued on page 80 


Table I—Net Output per Head of Active 
Agricultural Population, 1950, 


Farmer & § 


the increase. “Stocks of butter 
and vegetable oils continue to 


| 
Net output Net output of 
Cc ull me al yoy 
ountry agriculture agricultur: ricultur 
population jon (rounded 
US. ¢, ( to nearest 
| 30 U.S. §) 
United 1,836 1,197 1,550 
Belgium 5 12 1,300 
1 68 $39 1,200 
Switzerland 4% CO 1,150 
Sweden .. 5 615 850 
Netherlands 641 758 850 
Luxembourg 35 850 
Norway .. on 167 550 
France .. - 4,136. 7,480 550 
i én 321 550 
Western Germany 2,747 5,114 550 
Greece . S71 1436 400 
Finland . 1,030 350 
Italy ° ’ 3,283 9,534 350 
Total for 14 countries ° 16,231 29,422 | 550 


~ Source—Food eee 
January 31, 1953. 


ABC. Figures 
July to Dec. 1953 


CAMBRIDGESHIRE TIMES GROUP ‘of mls tli. te 
65,459 wai 
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The Countryman in the Provinces 
reads his Local Newspaper ! 


sf 


, 
Tv * 
# Z 


SELL TO HIM through the advertisement columns of 
these 16 important Evenings and Weeklies. 


EVENINGS: Hull Daily Mail 
Telegraph ° 


L Evening Sentinel, Stoke-on-Trent * Derby Evening | 
South Wales Evening Post, Swansea * Bristol Evening World * Leicester 

Evening Mail ‘ Grimsby Evening Telegraph ‘ The Citizen, Gloucester * Gloucestershire | 
Echo, Cheltenham Lincolnshire Echo, 


WEEKLIES: Yorkshire & Lincolnshire Times, Hull ‘ Staffordshire Weekly Sentinc| 


Stoke-on-Trent Grimsby Saturday Telegraph * Herald of Wales, Swansea 
Gloucester Journal * Cheltenham Chronicle 


| inte eee 


R. H. PENNEY, Advertisément Director:—~ 


NORTHCLIFFE NEWSPAPERS GROUP LIMITE 


163, QUEEN VICTORIA ST., LONDON, E.CA, Telephone ; CEN. 6000 


KENTISH EXPRESS 


is THE appropriate paper 


in which to cover 


KENT 


and 


EAST SUSSEX 


Head Office: 
94 HIGH STREET, ASHFORD, KENT 
TELEPHONE: 1184-5-6 


London Office: 
L. G. WATKINS, 143 FLEET ST., E.C.4. Tel.: CEN 448! 
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The Agricultural Market 
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This graph indicates the growth in the pig po 
Pig raising has also gone ahe 


been able to meet the needs of 
the nation in its direst hour and 
later to reach the goal set of 
50 per cent home food produc- 
tion. We can be certain they 
will not fail us now; nor must 
we fail them. 

The reason for the high stan- 
dard set and reached by British 
agriculture is its ever-growing 
efficiency. The output per man 
is by far the highest in Europe, 
and its yields per acre and per 
cow are only slightly surpassed 
in a few countries such as the 
Netherlands and Denmark. 

In the last 10 years we have 
averaged 35.8 bushels of wheat 

r acre: compare this with the 

orth American average of 
rather less than 15 bushels, 
The status of home agriculture 
is reflected in the table (on page 
79) showing the net output per 
head of agricultural population 
for 14 European countries. 


More per acre 

To what extent is agriculture 
expanding to-day? Crop acre- 
ages in 1952-53 were generally 
smaller, but production was 
larger than — The 
Survey of British Agriculture 
(Financial Times of November 
30) points out: “Taking all 
grains, there is the striking fact 
that in 1952-53, from an area 
over 250,000 acres less than in 
1946-47, an additional output of 
1.1 million tons was obtained.” 


“4 260 ,06KUlCUThCUC CUCU Ue ee 


lation of this country. 
overseas. 


The output of bread grains 
was about 360,000 tons less than 
anticipated, but coarse grains, 
potatoes and sugar beet were 
well above their respective tar- 
ets. While beef, veal and eggs 
ell rather short of their targets, 
the production of milk, mutton 
and lamb and pigmeat exceeded 
ex eggs h 

uring t past year the 
number of sheep has increased 
by over 800,000, while between 
June, 1952, and July, 1953, calf 
numbers increased by 137,000, a 
tribute to the success of the 
calf-rearing grant. 

The general expansion of 
productivity is reflected in 
improving milk yields. In a 
period of six years the dairy 
industry has been able to obtain 
an average increase of 100 
gallons per cow. 

Of even greater significance, 
however, has been the startling 
development of the pis industry. 
By comparison with 1939, the 
United Kingdom pig population 
has increased by nearly one 
million. At the June returns, 
1953, this population was 
5,165,000. Its remarkable expan- 
sion is illustrated in the accom- 
panying chart, 


Productivity growth 


The overall situation showing 
the growth of agricultural pro- 
ductivity is indicated in Table II, 

@ Continued on page 8! 


Table Il—Annual Returns Showing Acreage of 
Crops and Livestock Populations. 


(Thousands in June) 


Total pe and fallow .. 
Tota! arable land ee 
Total crops and grass 


Livestock :— 
Total cattle and calves 
Total sheep and lambs 
Total pigs oe ee 
Total poultry .. 


1951 1952 
8,781 12,118 12,261 12,304 
12,906 17,998 18,104 18,107 
31,679 31,131 31,163 31,177 
8,872 10,473 10,244 10,444 
26,887 19,984 21,655 22,455 
4,394 3,891 4,962 5,165 
74,357° 94,344 94,974 92,119 


* As a result of wartime controls many small holdings were recorded for the first time 


in 1941 


ture 


It is estimated that to make the June totals prior to 1941 reasonably com- 
parable with later years about 4m. birds should be added. 
Source: Ministry of Agricul and Pisheries. 
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The Agricultural Market 


which is based on the annual 
returns published by the Ministry 
of Agriculture. While interest- 
ing, the extracts reproduced here 
are clearly of not more than 
general application; a more exact 
picture is obtained by investiga- 
tion of individual items under 
the general headings and over a 
longer period of years. 


Higher wage rates 


In 1938, according to the study 
prepared by the Food and Agri- 
cultural Organisation, one of the 
United Nations specialised 
agencies, an agricultural worker 
in the United Kingdom earned 
only about two-thirds as much 
as an unskilled industrial worker. 
Agricultural wage rates, however, 
have risen more than industrial 
wage rates, with the result that, 
with certain exceptions, there is 
relatively little difference between 
them to-day. At the same time, 
the increase in farmers’ average 
net income (from £3 a week in 
1937-38 to £15 a week’in 1950- 
51) has been remarkable by 
comparison with the trend in 
incomes in the nation as a 
whole: 


Index of 
agricultural 
wage rates 


General 
national 
Index of 
wage rate 


100 
183 
188 
191 
207 
(225) 


Average 


100 
270 
280 
284 
304 
(326) 


Farm 7 

Agriculture's share in the 
national income has also in- 
creased considerably by com- 
parison with pre-war, 


Since 1939 the pig 
population of the 


| 
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Meet Mr. Countryman 


| ... through the advertising 


United Kingdom | 


has increased by 
nearly a_ million. 
A scene from a 
Norfolk farm is 
shown here. 
Photograph by 


Farm Mechanization | 


The wages of the agricultural 
worker have steadily risen. At 
August, 1953, the minimum agri- 
cultural wage for male workers 
in England and Wales stood at 
120s. compared with the average 
of 34s. 10d. in 1939. On the 
other hand, the labour force 
continues to decline in relation 
to recent years. This compara- 
tive decline is _ illustrated 
Table Il. 


Cost of fuel 


The returns for recent years 
show remarkable achievements 
in raising crop and livestock 
yields. These have been attained 
in the face of rising costs which 
have only been partially covered 
at price reviews, Farm labour 
is tending to decline in relation 
to other expenses—increases in 
wages being counterbalanced by 
decreases in the labour force— 
but it still remains the most 
important single item. 

Fuel expenditure in 1951-52 
was 10 times the pre-war figure: 
this is patently one of the effects 
of the vast increase in mechani- 
sation. The whole structure of 
the industry is now dependent 


upon imported petroleum pro- | 


ducts. 

While consumption of chemi- 
cal fertilisers represented a three- 
fold increase over pre-war, 
expenditure on this item in 1951 
was seven times greater. 

Even allowing for the general 
rise in the price levels, the net 
income of the farmer has 
improved considerably since 
1938. This increase in net in- 


@ Continued on page 82 


Table I111—Workers Returned as Employed on 
Agricultural Holdings in the United Kingdom. 


Regular workers 
Male... 
Female .. 
Total 

Casual workers 


Male 
Female .. 
Total 


Total workers 


i 
| 135s 
| 


Exceeding one acre in extent in E 
more in N. Ireland. The figures exc! 


ude the occupier, his wife and 


, Wales and Scotland and quarter acre or 


iidren still at 


1. 
Source: Ministry of Agriculture and Fisheries. 
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columns of the 
Hampshire 
Telegraph 
& Post 


which will give you a quick 
introduction to the FARMERS and 
farm workers in South-East Hampshire 
and West Sussex 


THIS NEWSPAPER SPECIALIZES IN REPORTS 

AND FEATURES OF FARMING INTEREST. IF 

YOUR APPEAL IS TO FARMERS THIS IS YOUR 
BEST SELLING MEDIUM IN THE AREA 


LONDON OFFICE: 85 FLEET STREET, E.C.4. Telephone: CENtral 2645 
MEMBER OF AUDIT BUREAU OF CIRCULATIONS 


ULSTER AGRICULTURE 
PHOTOGRAPHS 


PRINTS OF PHOTOGRAPHS TAKEN 

BY “ULSTER AGRICULTURE” 

PHOTOGRAPHERS MAY BE 

OBTAINED AT THE FOLLOWING 
PRICES :— 


No Mounts available. Postage 3d. extra, 
Orders take about seven days to execute, 
Remittances should be sent with orders. 
Prints are sold for private use only. The 
photographs are copyright, and repro- 
duction or publication in any form is 
strictly forbidden without the written 
permission of the publishers. 


ULSTER AGRICULTURE 


Photographic Department 
124 DONEGALL ST., BELFAST 


A Show, a Sale, or a Ploughing Match—even a Parliamentary 
Debate—/f it happens in the Northern Ireland “Farming Field” !— 
Then it appears in “Ulster Agriculture” 

Specimen copies to Sales Executives, Advertising Managers and Agents only:— 
P. GODFREY, 

Advertisement Manager, 

“Ulster Agriculture,” 124 Donegall Street, Belfast 
Telephone: Belfast 2337! 
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—others do 
East Anglian Daily Times 
Ipswich Evening Star 
Suffolk Chronicle & Mercury 
Felixstowe Times 


CARR STREET 
IPSWICH 
Tel. 3764 


107 FLEET ST. 
LONDON, E.C.4 
Tel. CEN 4899 


Branches: Chelmsford Colchester * Beccles * Bury St. Edmunds 
Felixstowe * Harwich * Lowestoft * Stowmarket * Sudbury 


Serve he Prosperous Agricultural 
South-East through the 
largest circulation in the area 
149,707 ABC flat rate 52/- per s/c inch 


Sussex Express and County Heraid 
Hastings Observer Eastbourne Gazette 
Folkestone Herald Eastbourne Herald-Chronicle 
Bexhill Observer Worthing Herald 
East Grinstead Observer Shoreham Herald 
Folkestone Gazette Crawley and District Observer 


South Coast Group 


Lennox House, Norfolk St., London, W.C.2. Temple Bar 6591 (3 lines) 
Joint Managers: C. Cassy and S. H. Roberts 


The Agricalitural Market 


come is partly reflected in greater 
production. There is no doubt 
that much of this enhanced pro- 
ductivity can be attributed to the 
use of more efficient methods— 
increased mechanisation, im- 
provement in grassland and 
greater use of fertilisers. 

By 1952 the number of tractors 
had reached 387,000, compared 
with 55,000 before the war. The 
diesel engine has now obtained 
full recognition in the industry, 
and some tractor manufacturers 
are producing 100 per cent of 
their tractors with diesel power 
units. Mechanisation apart, we 
can expect in the near future 
developments in modern irriga- 
tion where sufficient water sup- 
plies exist. 

The effect of the extension of 


electricity to rural districts on 
| greater food uction scarcely 
| needs emphasis. It brings to the 


countryside yet another amenity 
which at one time seemed to be 
the perquisite of urban life. 


Spreading the power 


Doubtless our first step is to 
examine the distribution of the 
rural market, with its population 
of over eight million living in 
rural districts and close to, if 
not actively engaged in, farm 
work. As we mentioned in our 
last survey of this market (Ap- 
VERTISER’S WEEKLY, October 22), 
half the agricultural workers are 
found in four areas, but the 
economic importance of the in- 
dustry is most pronounced in the 
Eastern Counties (where 11 per 
cent of occupied adults aged 15 
and over are engaged in Agricul- 
ture and Horticulture); the South- 
Western Counties (10 per cent) 
and the South (7 per cent). 

The distribution of some of 
the principal forms of retail out- 
lets per 10,000 of the agricultural 
population in these areas is 
shown in the following table, 
based on the one per cent Census 


that our market can be most 
satisfactorily attacked by cam- 
paigns concentrated on a few 
specific areas, since the rural 
population is distributed all over 
the United Kingdom. What we 
have to remember, so far as press 
advertising is concerned, is that 
farmers can be approached 
effectively by means of their 
own farming publications and 
also by way of their area papers; 
and further, when we turn to the 
rural market as a whole, that 
readership of the press is, in 
general terms and with the 
exception of the evening papers, 
oe ta as it is in 
towns. Readership of the local 
weeklies is substantially higher 
amongst rural men and women 
by comparison with all areas. 

The agricultural show, too, is 
an important medium inthis 
specialised market. Attendances 
at the major shows in 1953 
showed an appreciable increase 
on the i ing year, which 
was, however, ected by pre- 
vailing foot and mouth disease. 
The ttern of attendances at 
agricultural shows and that of 
buying habits in relation to 
market towns clearly demon- 
strate the practical value of each 
for poster and display advertis- 
ing directed to this market, 


Keen on films 


The cinema is also a medium 
to be taken into account. It is 
true that “there is a greater 
availability of seats in relation 
to the population in the urban 
arcas, which have one seat for 
every 10.2 persons, compared 
with one to every 13.5 in the 
other areas” (“Cinemas and 
Cinema-Going in Great Britain” 
by H. E. Browning and A. 
Sorrell), but over 50 per cent of 
the rural districts in England and 
Wales possess cinemas within 
their areas, and the cinema-going 
habit, if less pronounced in terms 


Tables and the Census of of frequency of visit than in the 
Distribution :— towns, is y entrenched 
No. of adults aged 15 
Region and over engaged in | Grocery Clothing | Hardware | Furniture 
agriculture and hort. 
Easten.. 145,200 505 343 129 63 
South-Western 127,200 614 370 164 71 
Southern $2,900 774 475 197 100 


This is, of course, only an 
elementary step in our study of 
this market, since for pr ucts 
of general interest to the rural 
market we shall need to relate 
this information to the rural 
population in each area as a 
whole. We shall then have to 
consider the implications in- 
volved in the pattern of a 
as applied to this market, an 
the importance in this respect of 
the market town and the village 
shop, which between them com- 
mand rather more than three- 
quarters of all purchases. 

While we have given examples 
of the pattern of retail distribu- 
tion as a guide, we should not 
fall into the error of assuming 


among the rural, particularly the 
younger rural, population. 

Farmers are alert in watching 
for new developments and tech- 
niques in their own craft and for 
these they look to their own 
specialist press. Country dwellers 
as a whole can be approached 
almost as easily as townsfolk, 
but the presentation of the pro- 
duct must embody as much solid 
consideration for, and research 
into, this particular market as 
if the advertiser were appealing 
to the industrial urban mass 
market. This is commonsense; 
it is also commonsense that this 
valuable expanding market de- 
serves thorough investigation in 
many marketing plans. 
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Dairy ad poll shows 


trade press power 


E. P. TOWERS, Pablicity 


By 


A‘ THE beginning of 1954 
Fords (Finsbury) Ltd. de- 
cided to carry out an opinion 
poll in order to determine what 
effect their advertising in the 
dairy trade press was having 
on dairymen. The advertising 
in question was for a range of 
milk bottle capping machines 
varying in price from £200 up 
to £900, according to output. 

It is, of course, very t 
to ascertain the effect of a con- 
tinuous ——- of this kind, 
but the results of the poll were 
enlightening, and provide some 

useful information about the 
ontp press. 

There is no average dairyman. 
Therefore, to obtain a true cross- 
section of opinion in the dairy 
trade a list of names was care- 
fully prepared. This selected 
group numbered 3,000 and was 
made up of small dairies, medium 
sized iries, large dairies and 
multiple dairies. They were 
chosen so that the group included 
dairies in towns, villages, rural 
areas, the London area, etc.—in 
fact, to bring in every com- 
bination of economic and gedé- 
graphic conditions. Out of the 
3, listed, 500 users of Fords 
cappers were included and 2,500 
non-users. 


Purpose of poll 


A letter was sent out explain- 

7 the purpose of the poll, and 
sking the recipients to fill in 

answers to the questions on a 
prepaid postcard. 

When the replies were analysed, 
it became evident that the British 
dairy trade press has an exceed- 
ingly high readership; 92 per 
cent of dairymen read one or 
more of the three journals cover- 
ing this field. 


. This in itself is a remark- 


it is doubtful whether the dairy 
trade press of any other country 
could claim so complete a 
coverage of the trade it serves. 


There is a certain amount of 
overlapping, 25 per cent reading 
two journals and seven per cent 
reading all three. This is of 
considerable interest to the ad- 
vertiser, who banks on repetition 
adding force to his message. 
But apart from that, it clearly 
shows that a substantial number 
of dairymen realise the value of 
keeping in close touch with all 

de trends and developments. 

A point about which every ad- 
vertiser is naturally curious can 


Manager, Fords (Finsbury) Ltd. 


be summed up thus: Do people 
read the advertisements in their 
trade journals, or do they only 
glance at them cursorily and 
turn the page quickly until they 
reach the editorial section? 

Some research work on this 
point was carried out soon after 
the war by Hulton Research, and 
it was established that, so far as 
national daily newspapers were 
concerned, the majority of 
readers no more than glanced at 
the advertisements. 

The position in the dairy trade 
press is quite different. 


Degree of attention 


As one would expect, the ad- 
vertisements in a trade journal 
are much more an integral part 
of the whole, and consequently 
are scanned much more closely 
than advertisements in the dail 
newspapers. The Fords poll 
result indicates that 63 per cent 
of dairymen actually read os 
advertisements in their jou 
and only 37 per cent Pa 
them casually and turn on. 


This is a most gratifying situa- 
tion, both for the advertiser and 
for the journals themselves. 


One word of warning should, 


however, be put in here—the 
uestion related specifically to 
ords advertising and not to 
advertising generally. Because 


so much depends on the product 
advertised and on the manner of 
presentation, other manufacturers 
might find that the proportion of 
readers to “glancers” for their 
advertising is different. 

estion thzee in the opinion 
poll was: “Do you find Fords 
advertising in your trade journals 
interesting or not?” The reply 
to this question was afi oOver- 
whelming “Yes” (81 per cent). 
This result can only relate to 
Fords and beyond indicating that 
the majority of dairymen are 
probably interested in ali adver- 

g anyway, this figure can 
have no relevance to other 
manufacturers’ dairy trade adver- 
tisements. 

Since a trade journal is in a 
particular sense a service to the 
trade and a vital source of in- 
formation, the question of how 
much factual information and 
wa detail should be incor- 
— in advertisements and 

w much put instead into tech- 
nical brochures to be mailed to 
the dairymen, has often caused 
manufacturers to think deeply. 

The opinion poll, therefore, set 
out to find out how much tech- 


@ Continued on page 84 
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.. + ¢n other words, CATHAY LIMITED, 


Hong Kong and Singapore, is the 
largest Advertising Agency in the 
Far East. 


Bong Kong ?.0.Box 117 © Singapore P. 0. Box 3041 


| nical data was required by dairy- 


© ADVERTISING TO DAIRYMEN ~continued 


ApriL 8, 1954 


men, if any. : 
It became quite clear that 


| dairymen want far more technical 
| information than could ever be 


incorporated into any advertise- 
ment. To the question: “Are 
Fords advertisements rs 
enough?” 53 per cent said * 

and 47 per cent said “No.” a 


| the light of this, Fords advertis- 
| ing for the future is being re- 
| considered closely. 


Direct mail value 


Other questions were aimed at 
finding out the facts about 
another form of advertising— 


| direct mailing to the dairyman. 


The answers obtained showed 
conclusively that advertising 
material sent in this way is 
valuable indeed, and has al- 
most exactly the same chance 
of being read as advertise- 
ments published in the dairy 
trade press. Whether dairymen 
prefer mailing to press adver- 
tising, or press advertising to 
mailing, did not, however, 
emerge. 

One of the most interesting 
sections of the poll was that 
which asked dairymen if they 
had any suggestions to make. No 
less than 35 per cent had sug- 
gestions to make—and these 
suggestions fell into four main 
groups. 

A large group indicated that 
the more technical information 
dairy trade press advertisements 
contained, the better they liked 
it. A second large group sug- 
gested that it would be better all 
round if dairy equipment manu- 
facturers published the prices of 
their equipment. 


Telling the price 


This is a thorny matter. Dairy 
trade practice has never been to 
publish prices in advertisements 
and the reasons are not hard to 
seek. Dairy equipment manu- 
facturers are not producing an 
absolutely standard range of 
ey Such equipment must 

e far more flexible, and far 
more capable of adaptation to 
widely differing circumstances 
within the trade. It is usually 
only after the dairyman has ex- 
plained his particular require- 
ments in relation to his existing 
plant, that the dairy equipment 
manufacturer is able to decide 
what would best suit—and what 
it would cost. 

The third main group of sug- 
gestions were really compliments 
and exhortations to maintain the 
present high standard of adver- 
tising, but the final group, which 
was much smaller as to number, 
gave cause for serious thought. 


In essence the suggestion 
was that if advertising were 
dispensed with, the saving 
could be deducted from the 
price of the equipment itself 
and so made cheaper to the 
dairyman. 


This is an old suggestion and 
has long dogged all advertisers, 
but it is surprising in this day 
and age to find businessmen who 
believe that advertising makes 
an article more expensive. 


Bringing down costs 


The answer is easy and 
straightforward: Fords (Fins- 
bury) Ltd., and probably every 
other dairy equipment manufac- 
turer, can point to facts and 
figures which show how advertis- 
ing has either reduced prices or 
kept them stable over a time 
when material and labour costs 
were rising, by increasing sales 
year after year and thereby per- 
mitting the techniques of semi- 
mass production to bring 
manufacturing costs down to 
the minimum. 

It becomes possible from the 
opinions expressed in this poll 
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Points for advertisers 


AN opinion poll of 3,000 
dairymen has been con- 
ducted by Fords (Finsbury) 
Ltd. The aim was to gauge! 
\the effectiveness of trade 
press advertising. The poll 
revealed that: 


+ @ 92 per cent read one or 
more of the three dairy 
‘ trade journals 


@ 63 per cent read the 
} advertisements 


@ Plenty of technical facts 
in vertisements are 
4 wanted 


to form an idea of what the 
dairyman thinks about adver- 
tising. 
Summarising his habits briefly: 
@ The average dairyman is a 
confirmed reader of a dairy 
trade journal. 


® He reads the advertisements 
in it besides the editorial 
articles and news. 


® He is interested in these ad- 
vertisements and he likes to 
see plenty of facts and 
figures in them that he can 
relate to his own daily out- 
put. 


® He is interested in receiving 
direct mail advertising from 
dairy equipment manufac- 
turers and he reads the leaf- 
wal and booklets they send 


Publicising results 


The results of the poll are 
being made available by Fords 
(Finsbury) Ltd. to all dairy 
equipment manufacturers through 
the dairy trade press, which has 
naturally expressed great interest 
in the results. 

The decision to publish its 
results freely to friends and com- 
petitors alike was made by Fords 
(Finsbury) Ltd. in the interests 
of better advertising. 
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Public Relations 


How to spend the time 
waiting for the crews 


HE OCCASION of the 
100th Boat Race was effec- 
tively seized upon by Vitamins 
Limited to advance the public 
awareness of the value of their 
products. 

A booklet was produced by 
the firm’s advertising department 
and copies were presented to 
visitors who were “on the 
premises” for the race. As 
R. M. Baddeley, advertising 
manager, has reported the object 
was to help “fill in the pre-Boat 
Race time. Our visitors include 
many members of the medical 
profession, | gee ae mm nurses, 
farmers and agricultural mer- 


Bar glamour 


' 

Whether music hall jokes 
have had their effect may be 
doubted, but the fact remains 
that since 1948 a quarter of a 
million pounds have been spent 
on the modernisation of station 
refreshment rooms throughout 
British Railways. The latest to 
be dealt with, situated on 
London Bridge station, has 


been completely redesigned 
and re-equipped to speed up the 
service of drinks and snacks for 
the many hundreds of City 
workers who use the room 
daily. 

The new equipment includes 
pedal-operated electric beer 
engines, a “ hot-dog” cooker, 
and a glass-washing machine, 
while additional floor space has 
been gained by redesigning and 
resiting the long bar counter. 
Colour scheme of the room is 

ink and cream with woodwork 
n light walnut. The bar and 
table tops are of stain- and 
heat-resisting material and the 
floor is of plastic tiles for easy 
cleaning. The room is venti- 
lated by 10 air extractor fans 

aced behind attractive ceiling 
ights. 

A particular feature is an 
electric calendar - clock — the 
first of its kind to be used in a 
refreshment room on British 
Railways. 

Much damaged during the 
war, the room has been kept in 
continual use during the tem- 
porary repairs and the recent 
period of reconstruction. 
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THE NORTHERN WHIG 


AND BELFAST POST 
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hates and Details from 
T STREET | 


NTRAL 9179 || PHO 


AD OFFICE 
anit S'’ BELFAST 
E: BELFAST 22884 


For widespread coverage 
of the Dutch market and 


predominating readership 
in the Amsterdam area 


HET PARGOL 


Holland's leading independent national daily 


The newly designed and completely re-equipped refreshment room 
at London Bridge station. 


ee hs ee Subscribers: 

| An experienced AMSTERDAM - - _ 90,000 
space-buyer REST OF HOLLAND - 50,000 
wanted 140,000 


a technical and trade journat to give full a 


haa Consult a. 1 iiilnts eenates. shentien ane 
SILK SCREEN ARTS LUD) | bovine cnsincers chroushour the country, 


97 SHIRLEY ROAD.CROYOON so he naturally included “ The Plumber & 

ADOISCOMBE 3147-8 Journal of Heating” on the schedule. You 
HIGHEST GRADE Teams | should have a specimen copy and rates to 
CLEAN & SHARP \ EXPRESS £4 hand. These will be supplied with pleasure 
RAF TSMANSHIP DELIVERY on request to DALE REYNOLDS & CO. 
LTD., 32 Finsbury Square, E.C.2. Telephone 
MONarch 1541. 


London Office : 
FRANK L. CRANE, 69 Fleet Street, E.C.A 
CENtral 2811 
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grows 


TS TREND for indepen- 
dent stores and groups to 
establish their own brand 
names for merchandise they 
sell reveals marked signs of 


‘being stepped up, according to 


the Drapers’ Record, which 
first spotlighted the trend more 
than a year ago. 

News from a number of 
well-known organisations (of 
brands recently revived, some 
with extended scope, new ones 
introduced or in preparation, and 
general top management con- 
sideration being given to 
whole question) certainly pro- 
vides plenty of evidence that the 
“battle of the brands” is entering 
a more active phase, says the 
journal, which goes on:— 

“Clearly, however, it is being 
fought only on a limited front. 

There is no aim to sweep 

liers’ brands from the 


national advertising by reput- 
able makers is fully realised. 
But the feeling among many 
retailers that, with manufac- 
turers so dominant in this 
respect, they might become 
—~— | stockists, promoting 
pliers’ merchandise for the 
benefit of other outlets, has 
developed during recent 


—— ie THe fue Beton 


‘Battle of the brands’ 
more intense 


months into moves to redress 

the balance.” 

A distinctive feature of several 
retail schemes now operating (or 
being considered) is the emphasi 
on quality, a store’s own marks 
a backed by a rigorous 

rd, maintained by a close 
watch on production, testing, etc. 
The policy of Lewis's L for 
example, where a number of 
brands used pre-war have recently 
been revived, is to name only 
those lines where continuity and 
standard of production are 
assured. 

In a subsequent article on the 
subject, the journal quotes 
developments at Harrods 
a store which is fast going ahead 
with a revival of some pre-war 
brand names and the launching 
of fresh ones, In this case, the 
policy is to use the brands for 
_— lines, specially made for 
the store and its subsidiaries. 
They will supplement, not no 
plant, the manufacturers’ marks 
already stocked by the organisa- 
tion and well-established with its 
customers. 

“Leader” stockings which, 
prior to 1939, constituted a very 
substantial proportion of group 
total sales in this section, are 


Scrutineer has 
noticed this strik- 
ing advertisement, 
with the heaviest 
copy line in Ger- 
man, in the “Fur 
Record.” The 
main copy states 
that “A visit to the 
Frankfurt Fur Fair 
from April 25 to 
28 will thoroughly 
convince you that 
the West German 
fur dressing and 
dyeing industry, by 
developing and 
linking experience 
of 75 years with 
latest technical 
achievement, has 


reached inter- 
national standard 
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By SCRUTINEER 


A_ recent 8&-page 
loose inset in the 
“Drapers’ Record” 
a __— ed to a 


promotion 
c “7 m np a aign for 
“Tenbra’ under- 


wear, On 14 pages 
of the issue proper 
were ‘Tenbra” 
announcements by 
wholesalers. 


about to be reintroduced. Pro- 
duction is not being confined to 
one maker, and nylon, rayon and 
silk and lisle lines will carry the 
brand name, provided they fulfil 
style, quality, etc., requirements. 
part of this 
icy,” says the “Drapers’ 
rd,” “is not to tie the 
group to one producer, but to 
pick the best of the market, 
represented ae by several 
makers liing necessary 
—~- BK, High and constant 
level of quality is regarded as 
essential and lines for group- 
naming are tested by the Retail 
Trading-Standards Association 
testing hoase. Vital key to the 
scheme, however, which is 
likely to develop further as the 
supply position improves, is 
continuity of production. Un- 
less this can be assured, name 


“Fellow wants to knov 
whether we want any help i 
re-branding our stock.” 


A light touch was used by 
“Drapers’ Record” regarding 


brand warfare. 
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© Attractive lo cyte. « 

fight in wright, warm and comfortable 

are hese ladies’ matching vests sud pantion, 
avaiteble bw variows Venhra fabrics There are shen 
ladiew’ briefs. We confident) tnelte vow to make 
omprcbeunve tock. of this nationally advertived 
ree ate 


arethewt im Finite. 


prometon for 0 artes 
ine is not considered. 


In the same issue as these 
facts were given, there was one 
of the finest examples of a trade 
press introduction for a national 
advertising campaign I have yet 
come across. An eight- oo loose 
inset was devoted to a sales pro- 
motion campa ign for “Tenbra” 
underwear—and on no less than 
14 pages in the issue proper 
there were “We stock “Tenbra’” 
announcements by wholesalers. 
Many of these advertisements 
carried the theme of the inset— 
“Every BODY needs “Tenbra’.” 

ae * 1K 

TRONG advice in - Confec- 

tionery Shop has been given 

to retailers to tell the rest of the 
trade how good they are— 
through its columns. The cue 
for the advice was a request from 
one shopkeeper for some of the 
photographs published in the 
urnal, for use in a Mother's 

y window display. 

“We gave him the pictures. 
We are proud to have helped 
him. Next month you will see 
pictures of his display in Con- 
fectionery Shop. And yet, if he 
had not needed our assistance, 
we might never have heard about 
his fine idea. This man is doin 
himself and the trade a lot o 
good. He is a darned able re- 
tailer. There are others like 
him—thousands of others. We 
want to publish their achieve- 
ments too. Tell us about your 
ideas and successes. If possible, 
send us photographs as well. We 
will pay for them. Let us make 
a mighty song and dance about 
how good our trade is.” 

How refreshing! But for all 
that, the confectionery trade is 
not without its troubles. An 
article on a following page warns 
the trade about an extension of 
the school tuck-shop idea which 
has followed the de-rationing of 
®@ Continued on page 88 
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Exciting Displays by 2,000 proud exhibitors from almost every 
British industry with something new to show. 


Inventions, developments and devices . . . designed by men who 


know what the customer wants. 


Keen Buyers from every country in the world . . . who know the 
value of being first where new designs and ideas are to be found. 


Special Attractions . . . from the ovigending achievements of 
British industry to household goods and gadgets for the delight of 
every man and his wife . . . the Everest Expedition display at Earls 
Court; the British North Greenland Expedition display at Olympia; 
the gigantic mechanical equipment at Castle Bromwich. 


mu st be t hor fe at 


MAY 3-14 


CASTLE BROMWICH ~ EARLS COURT ~ OLYMPIA 


Trade buyers—daily 9.30-6. Public Admission — daily 2-6 (and all day Sat., May 8th) 2/6d to each building. 
Pair closes at 4 p.m. on Friday, May | 4th. 
Catalogues price 2/6d at Fair entrances —or from B.1.F., Lacon House, London, W.C.1, after April 20th. 


SYREN 1.0 SHIPPING 


is THE Shipping Paper 
if you want to reach 


| Ze the leaders in shipowning 
.— Salis tas and shipbuilding 


Read since 1896 by Owners, Naval Architects, 
| Marine Superintendents, Shipbuilders and design 
staffs. 


coll Fe Send for a specimen copy and rate card to : 
1 Syren & Shipping Ltd., 26/28 Billiter Street, London, E.C.3, 


Telephone No. Royal 5322 
ed 


TYPE NSE AIR BRUSH PRESOURE, BERATING? 


A reliable medium for HOME 
It is amazing what a difference it makes to have the Air Brush at your ‘ Se 7 & EXPORT advertising, reach- 
elbow . . . Studios where Aerograph Air Brushes are laid on individually — is ing the firms that matter, read by 
for each artist report a striking improvement in speed of work, and — THE igi» executives In all branches of the 
still more —in quality. Aerograph Air Brush equipment, in full use, pays ‘wm Metal and its allied industries. 


its initial cost over and over again. Write for booklet (5H), giving details M FTA oS 7 
of Aerograph Air Brush and , 


A E R 0 G R A P H Air Compressing equipment. TWICE weeKty 


AIR BRUSHES on maisuemnlteereeen BULLETIN TUESDAYS & FRIDAYS 
THE INSTRUMENTS FOR FINER EFFECTS at each stud 


Published by 
The Aerograph Co. Ltd., Lower meeehen, baited S.E.26 _ es 
Telephone: Sydenham 6060 (8 lines) METAL INFORMATION BUREAU LTD. 


Showrooms >— London, Birmingham, Bristol, Glasgow, Manchester Birkett House, 27 Albemarle St., London, W./ 
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RATHBONE 
PUBLICITY LTD. 


FULLER, HORSEY, 
SONS & CASSELL LTD. 


who have found from long experience 
the best Journals to use when they 
wish to bring matters to the attention 
of those who have the most influence 
in buying machinery or property in 
connection with the food industry. 


FOOD MANUFACTURE 
Stratford House, Eden Street 
London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manufacture 


LARGEST 
PAID 


CIRCULATION 


in the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 


9 EDEN ST + LONDON + N.W.1 | 
EUSton 5911 


MATCHLESSESERWICE” 0 eee 
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The new-style title-motif which appears on the new green front cover 
of “Motor Cycling.” 


Innovations bring added distinction 
to weekly motor cycle journal 


NEW-STYLE title-motif 
on a new and brighter 
green front cover characterises 
the weekly Motor Cycling. 
_Both the new name design and 
the more brilliant colour are 
intended to be more outstand- 
ing and distinctive. 

A feature of this Temple Press 
publication is a regular eight-page 
editorial section printed photo- 
gravure. The journal has used 
photogravure in special issues for 
many years and its regular in- 
clusion will greatly enhance the 
quality of production. 

Another innovation—or rather, 
re-introduction—is a “Workbench 
wisdom” feature. A_ popular 
series before the war, this con- 
sists of useful hints and tips for 
the practical motor-cyclist—con- 


tributed by the readers who pass 
on to others their ideas for 
overhauling, maintaining and 
preserving their motor-cycles. 

A further practical feature 
which is re-starting is the “Ser- 
vice series.” 
with individual machines and are 
planned to help owners of 
machines which come into an 
“earlier generation” category. 

All over the world motor- 
cyclists are using machines which, 
although no longer in production, 
are basically sound and need 
only systematic restoration to 
enable them to give many more 


thousands of miles of useful life. | 


Explaining how to go about such 
processes of rejuvenation is the 
urpose of this series which is 
sing written in conjunction with 
experts in the factories concerned. 


© TRADE AND TECHNICAL PRESS -continued 


sweets. “State schools and others 
not under the direction of local 
education committees have ex- 
tended their activities to the sale 
of popular lines of sweets,” it is 
stated. 

“Like the works canteens, the 
started with the serving of mil 
and biscuits and developed to 
sell chocolate, hard and soft con- 
fectionery and ice-cream. It 
would be wrong to see in this 
a plot intended to hurt the retail 
confectionery trade—but this is 
none the less the effect. The 
schools only think of it as a 
side-line. As a means of provid- 
ing new hockey sticks or gym- 
nasium equipment. Many school- 
teachers, already overworked and 
underpaid, resent the extra work 
and time-wasting responsibility. 
Yet these modern welfare state 
tuck shops are in direct and un- 
fair competition with the ‘shop 
on the corner.’ 

“The three Rs of the retailer, 


rent, rates end revenue (for the 
Tax Commissioners), are by- 
passed by the schools—and, 


whether undercut or not, the 
retailer necessarily suffers. A 
spokesman of the Ministry of 


| Education answered this problem 


by saying that the Ministry would 
not interfere unless the sale of 
sweets impaired the efficiency of 
the school. And no such inter- 
ference, so we are told, had been 
found necessary.” 

Concerted efforts by local 
branches of the National Union 
of Retail Confectioners is recom- 
mended to stamp out the menace. 

oS * ok 


IS year’s annual review issue 
of Fish Trades Gazetie was 
ut over with a strong TV 
avour “as a mark of popular 
respect to all those taking part 
and in the hope that there may 
be something to be said for com- 
mercial TV after all.” 
The leading article explained: 
“Our ‘viewers’ will quickly re- 
cognise that many of the familiar 
B.B.C. television features have 
been incorporated in this pro- 
gramme and we must apologise 
if in ‘What's my line?’ all the 
challengers are such well-known 
celebrities! As a consequence, 
too, ‘The name's the same’ in 
ractically every case as it was | 
ast year, though we hope that | 


| 


‘Down you go’ does not apply 
to any one of these personalities, 
middlemen or otherwise.” 
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PAINT | 


| 

| 

The Paint, Oil & Colour Journal is 

| the most popular and the best in- 

| formed publication in these indust- 
ries. It is read by all the technical 
and commercial executives. 


OIL AND 


The Paint, Oil & Colour Journal is 
the only trade paper in its particular 
| field with A.B.C. Circulation and 
| has a world wide distribution and 
| an average of four readers per copy. 
| 


COLOUR 


| The Paint, Oil & Colour Journal has 
| more than three hundred regular 
advertisers representing every sec- 
tion of the industries, a most effec- 
| tive advertising medium. 


These articles deal | 


JOURNAL 


| Your next appropriation should 
include The Paint, Oil & Colour 
| Journal. Send now for rates and full 
| particulars to 83-6, Farringdon St., 
| London, E.C.4. Phone: City 4788/99 


‘Miller-Kent’ 


INTERNALLY 
LIGHTED FLOWERS 


Beautiful and in perfect taste. 
Groups in Vases, Flower Pic- 
tures, Sales Display Units. 
Absolutely practical, fully 
guaranteed. 
See examples at Showrooms: 
53 Wilton Place, Knightsbridge, S.W.! 
SLO 7865 
Patentee Producer: A. j. MILLER, Hartlip, Kent 
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How to make technical 


advertising realistic 


Attention is drawn in this article by D, K. D. Vine to the 

dangers of overdoing the re-touching of photographs for trade 

and technical press advertisements. The view is expressed that 

the advertising impact is better if machinery is shown in actual 
working conditions. 


RSCent technical publicity 
has shown a tendency to 
overdo the re-touching of 
photographs reproduced as 
half-tones in press advertising, 
brochures and _ catalogues. 
Sometimes the entire picture 
has been re-touched, but more 
often the background is left 
and the machine carefully air- 
brushed, giving an odd appear- 
ance to the whole picture—as 
if the machine had been stuck 
on as an after-thought. 

One particular advertisement 
in full colour showed a husky 
iece of machinery supposedly 

rd at work in a stone quarry. 
Yet the machine looked shinier 
and cleaner than a new car, and 
as out of keeping as a navvy 
hard at work in striped trousers, 
cutaway coat and patent shoes. 
The re-touching destroyed any 
illusion that the machine was 
working under those arduous 
conditions, and merely produced 
a pretty-pretty effect which 
might have pleased the sales 
manager but certainly not the 
prospective customer. The re- 
touching had been done with 
skill and care, but it was over- 
done when one considered the 
essential difference between 
function and appearance. There 
is nothing wrong with trying to 
give any machine a good appear- 
ance, but if the effect is incon- 
gruous then it would be better 
to let the picture go untouched. 


Choice of background 


Part of the punch of any 
technical publicity is appropri- 
ateness. For instance, a trench- 
digging machine at work on a 
muddy building site would look 
ridiculous if heavily re-touched. 
A great deal depends on the 
choice of background. 


Customers like to see a 
machine on the job. [If it 
looks too pretty they ask 
questions and become sus- 
picious. We must get the 
customer's angle, and to 
destroy the illusion of work by 


re-touching is bad salesman- 
ship, from the customer's point | 


of view. 

It is not easy to know when 
to re-touch a photograph and 
when to let it go as it is: but if 
there is the slightest clash be- 
tween the product and its back- 


ground then re-touching should | 
It can be taken for | 


be stopped. 
granted that if a picture is in- 
tended to depict a machine at 
work then it is far better to let the 


working part have the emphasis. | 
The illusion of work must not | 


be destroyed. No machine at 


work is quite so shiny as when | 
it left the factory and nobody | 
expects it to be, certainly not the | 


customer who is going to use it. 


It is no crime to show a machine | 
with mud on it if the working | 


conditions are muddy. In fact 
it is an advantage 
realism is a werful selling 
force in technical advertising. 
Re-touching tends to destroy 
this. 


Strong temptation 


A sales manager 


naturally 


wants his product to look as | 
good as possible, and the temp- | 
tation to re-touch is strong, but | 


it should be resisted. 
better photographs 
produced, an 
able then re-touching should be 
slight and unobtrusive. Try 
fresh camera angles, brighter 
lighting, different exposure times 
and lens apertures. 
makes a great deal of difference 
between a lifeless picture and 
one with punch. 

Re-touching in the majority 
of cases should be a last resort, 
when all 
possibilities have been ex- 

red 


If possible 
should be 


The fundamental difference 


between consumer and technical | 
advertising may be expressed in | 


this way: function is paramount 
in technical 
appearance is 
consumer advertising. 
may be exceptions, but that is 
the broad general difference. 
An excellent effect can some- 
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paramount in 


because | 


if none are avail- | 


Sunlight | 


the photographic | 


publicity and , 
There | 
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NTELLIGENT LAYOUT is 
only half the battle .. . 
Intelligent typographers start with 
the type face they know they can 
trust to give a look of distinction 
and individuality to their layouts, 
and to express the “personality” 
of the firms whose goods they 


advertise. 


They need, therefore, a wide 
choice of really fine type faces— 
and they get it whenever they 
wisely decide to use a ‘MONOTYPE’ 
face—together with the assurance 
of the sharp, inimitable printing 
quality of single type. 


MONOTYPE 


REG. TRADE MARK: THE MONOTYPE CORPORATION LTD 
Reg. Office: §5-56 Lincolns Inn Fields, London, w.c.2 
Head Office & Works: Salfords, Redhill, Surrey 


ee ee 
Associated Ken! Newspapers 


Advertisement Representatives 
€. W. Player, Led., 30 Fleet Screet, ECA 
(Ceoneral 2786) 


A.B.C. 


HARROW 
BILLPOSTING 
COMPANY 
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37 SPRING STREET w.2. 


ppb bbb ttre tnte 


* DISPLAY «x 
SILK SCREEN 
ASSOCIATED ARTCRAFTS LTD. 


36 NORTH RD., YORK WAY, LONDON, W.7 
NORTH 3327-4 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 


SCREEN PRINTED TO ORDER 


MODERN PUBLICITY SERVICE 


28 PRIESTS BRIDGE, 
UPPER RICHMOND ROAD, S.W.14 
PROspect 8097. DAYGLO PRINTERS 
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ADVERTISING -cont. 


times be produced by slightly 
air-brushing out backgrounds, 
This can often produce the 
illusion of a better appearance 
in the machine, which is left not 
re-touched, 


Minimum re-touching 

Backgrounds are important 
and should be chosen with care. 
It is the most appropriate back- 
grounds which produce the most 
effective technical advertise- 
ments, and which need the mini- 
mum of re-touching. Yet it is 
surprising how often this is 
overlooked. This applies par- 
ticularly to colour, where a 
greater realism is achieved, and 
where re-touching is most notice- 
able. Yet, for sheer impact, 
there is nothing to touch a first 
rate colour Cr“ It is 
a pity to spoil the effect by over- 
doing the air-brush. 

An engineer put it clearly 
when he said that a piece of 
machinery in an advertisement 
“looked too beautiful to work.” 

Furthermore, is it necessary to 
do so much lining-in with both 
black and white inks? A glance 
at any good photograph will 
show at once that black or white 
lines are never prominent. 
Lining-in produces a harsh effect 
which is not realistic. It helps 
to give a false appearance to a 
picture and destroys the effect 
wanted in the copy and the ad- 
vertisement generally. 

When there is any doubt 
about re-touching the question 
is, will it enhance the sales 
message? If not it will be 
safer to put the picture in, 
warts and all, rather than risk 
ridicule for being more con- 
cerned with appearance than 
with function. 


Radio traders’ 
reference book 


Wireless and Electrical Trader Year 
Book: Radio, television and electrical 
appliances, Trader Publishing Co,, Ltd., 
108, 6d. 


For more than a quarter of 
a century this year book 
has been established as the 
reference book to the radio 
and electrical industries. It is 
a valuable guide for everyone 
connected with sales and ser- 
vice and for overseas buyers 


anxious to contact British 
sources of supply. 
In the lately published 1954 


edition, data of practical use to 
dealers and general reference and 
technical information have been 
selected. Features include con- 
densed specifications of more 
than 250 current commercial tele- 
vision receivers (with such facts 
as valves used, I.F. values, etc.) 
and information on valve and 
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Reaches an in- 
fluential section 
of professional 


people who sub- y) 
scribe to the only y/ 


legal weekly 
for practising Y 
4 


solicitors 


102, FETTER LANE EC4 CHA 6855 


THE 


SOLICITOR 


A leading Journa! for Solicitors 
and their Managing Clerks, 
Local Government Officers, 

Magistrates, and others engaged in 

the practice of law 


ADVT. MGR. F. DAWSON 
Sir lease Pitman & Sons Lid. 
Parker Street, Kingsway, London, W.C.2 
Telephone: HOL 9791 


The Monthly 


Register {OR 


Public Purchasing 


The 
SURPLUS 
REGISTER 
so 


trades for the sale or pur- 
chase of surplus materials 


8 Storey *s Gate, Westminster, 
London, S.W.1 
Telephone: TRAfalgar 5333/4 


PUBLIC HEALTH 
OFFICIAL JOURNAL OF THE 
SOCIETY OF MEDICAL OFFICERS 
OF HEALTH. 

Circulated to all Public Health 


Departments, Hospitals, Clinics, etc. 


TAVISTOCK HOUSE, 
SQUARE, LONDON, W.C.! 
EUSTON 3923 


Journal! of the 
INSTITUTE OF PUBLIC 
SUPPLIES OFFICERS 

Read by Chief Officers who purchase for 
* Hospitals 
* Local Authorities 
* Nationalised Industries 


40 Sackville Street, London, W.1 


Telephone: Grosvenor 7281 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching every officer in the 
public health service. 


4 Clements Inn, W.C.2 
HOLborn 5502 


Werld’s Leading Journal 
Heath Hygiene nad’ Senitotion 


THE JOURNAL OF THE 7 
Royal Sanitary Institute 
90 Buckingham Patace Road, $.W.1 

Cireulation 10,266 ABC 
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Works Eng + 
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Machine 


School & College 
Management 


the best medium 
for selling equipment to 
Schools and Colleges 


SCHOOL MANAGEMENT LTD., 


18 YORK BUILDINGS, LONDON, W.C.2 


TRA/Jalgar 1388 


* THE PAPER BOX AND 
BAG MAKER 


* THE PAPER MARKET 


PHILLIPS’ PAPER TRADE DIRECTORY 
OF THE WORLD 


$-C+ PHILLIPS & 
Co LTD 


83 TUDOR ST, LONDON.EC4 


THE WORLD'S 


PAPER 


TRADE REVIEW 
THE ONLY trade paper in 


its particular field with 
A.B.C. Circulation. World 
wide distribution averages 
six readers per copy 


329 HIGH HOLBORN, LONDON, W.C.! 


Good Photography 


Monthly—for all 
amateur photographers 


Belt Court, Meet Street, £.C.4 
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— Transport = © RADIO TRADERS’ 
PEAS) 
BOOK -—continued 
DY | I AL Publicati 
: OVER 250 000 cathode ray tube base connec- 
’ tions, with over 300 diagrams. 
men are ave in Com- A new feature is the complete 
mercial Road Transport. You text of the wages agreement 
can reach this impressive covering radio and television ser- 
field through the pages of vice engineers, together with 
uso rates + ie oe rates 
. of pay of radio and television 
Headlight shop managers and assistants. 
Meat Trades’ Journal GAS JOURNAL THE MONTHLY JOURNAL i= Se list rs f the 
Glewspaper and eupere codatell .F, values of commercial radio 
Weekly net sales exceed weekly OF ROAD TRANSPORT receivers which have been 
iy aa Islington tie marketed during the past six 
32.000 7" GAS SERVICE ” Sais an years has been revised and ex- 7 
For 66 years the official ‘The specialist for Gas Sales TELEPHONE : TERminus 1792 tended. Other data include 
organ of the meat trade. and Service Staffs specifications of current radio . 
5 CHARTERHOUSE SQUARE, LONDON, £.C.1 11 Bolt Court, Fleet Street, E.C.4 receivers, legal and licensing in- 7 
formation and a directory of 
"Gee of the principal sims of 
ec of the principal aims o 
PASSENGER the book is to aid traders to keep 
N abreast of the constant changes 
= TRANSPORT in the names, addresses, telephone 
= VEL * numbers —' products of _ 
firms enga in the radio 
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—When advertising 
in SWEDEN 
use 


STOCKHOLMS-TIDNINGEN 


Circulation : Weekdays 179,101 
Sundays 217,400 


In 59 out of Sweden’s 94 newspaper districts, 
no other Stockholm morning daily has better 
coverage than STOCKHOLMS-TIDNINGEN. 
Let these figures convince you that it is 
profitable to count on this paper. 


U.K. Representatives: 
JOSHUA B. POWERS LTD 
14 Cockspur Street, London, S.W.! 
Tel.; WHitehall 3366 


Dagens Nyheter 
~ SWEDEN’S 
GREATEST DAILY 


NET SALES (SWEDISH A.B.C.) 
Daily 288,719 ....... Sundays 339,446 


Dagens Nyheter is Sweden's leading daily 
newspaper. Its circulation is national 
throughout the country but predominates, 
of course, in Stockholm, where more than 
half the inhabitants read the paper. In 
addition, about 100,000 copies are distribu- 
ted every day outside Stockholm. 


Dagens Nyheter is Liberal in character and 
its politics have always been sympathetic to 
the British point of view. 


It carries the greatest advertising volume of 
any Swedish newspaper, both display as 
well as classified. 


London Office: FRANK L. CRANE, 
69, Fleet Street, E.C.4...... Phone: CENtral 281! 
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Big opportunities for U.K. 


traders at Swedish fairs 


Trade fairs in Sweden are especially valuable because they can 
sometimes influence buying opinion throughout Northern Eurepe. 


ETAILS of the pattern of 
Sweden’s foreign trading 
were recently indicated by the 
Swedish Economic Research 
Institute. The overall conclu- 
sion was that the volume of 
imports in 1953 had been one 
per cent less and that of ex- 
ports six per cent greater than 
in 1952. 
The volume of finished textile 
imports last year was nearly 6 


| per cent above the level for 1952, 


while that of the import of tex- 
tile raw materials was 18 
cent higher. The volume of 


SKANE FAIR t 


Hitherto the Skane Fair? 
has been confined to Swedish} 
{products. This year, how- 
jever, there is a change of? 
policy whereby non-Swedish 
goods may be shown by the; 
Swedish representatives of 
foreign firms. The fair is to} 
be held this year from July 244 
to August I, at Malmo. 

Although general in char- 
acter, the main lines of the} 
fair are: agricultural ma- 
chinery, industrial porcelain, 
building materials and archi-4 
tectural novelties, textiles of 
all kinds, plastics, radio and 


television equipment, and 
groceries (tea, preserves, 
etc.). 


660000004 


solid and liquid fuels imported 
declined by 6 per cent, and that 
of machinery by 10 per cent. 
There was a 15 per cent increase 
in the volume of imports of 
transport equipment (mainly in 


The Elko Konfek- 


| tions 


| trade mark. 
| were very satisfied 


| of the 


| holm’ . . 


| interest 
| advertisements fea- 


company 
so much 
with the 


aroused 


Han har genomskAdat 


the form of motor vehicles). 

The trend of Swedish trade 
with the United Kingdom last 
year (in million Kr.) has been 
given as follows:— 


From To 
Oct. 107 126 
Nov. 122 106 
Dec. - 114 136 
Jan.-Dec. 1,336 §=61,444 


The cost of living index re- 
stable during 


mained the last 


SWEDEN 


quarter of 1953, but the con- 
sumer price index was slightl 
higher in January compared wi 

December. According to a recent 
report from the Board of Trade 
a special investigator appointed 
by the Swedish Minister of 
Finance has recommended an 
average total increase of 28 per 
cent in the taxation of motor 
vehicles and motor fuels. 

The proposals, which entail an 
appreciable increase in the taxa- 
tion of buses, heavy lorries and 
the lightest passenger cars, are 
based on estimates of the cost 
of road construction and main- 
tenance and the probable increase 
in the number of vehicles during 
the period 1955-59. The report 
declares that these proposals 
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turing the “Elko 


Hennes innersta Onskan 


girl” that they 
have adopted her 
as a kind of second 
“We 


to note,” an official 
company 
has written, “that 
our Elko girl won 
the contest for a 
‘Queen of Stock- 
all the 
newspapers used 
pictures of our ad- 
vertisements, some 
mentioned that the 
‘queen’ had made a 
great success as a 
model for Elko.” 
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“have been criticised mainly on 
the grounds that if adopted in 


their present form, they will 
cause a considerable rise in trans- 
port costs and in consequence 
some increase in the cost of 
living.” 


Big motor show 


The Stockholm motor show 
which took place recently had 
some 60 manufacturers of pri- 
vate cars as exhibitors. The 
event has been claimed as “the 
first large-scale international 
motor exhibition to be held in 
Northern Europe.” Held in the 
rounds of St. Erik’s Fair, the 
.K. was the leading exhibitor 
with 17 makes of car, followed 
by the U.S. (16), Germany (13), 
and France (7). There were also 
three Soviet Union models there. 

During the first nine months 
of 1953, Britain was the leading 
exporter of cars to Sweden, the 
figure for this period being 
17,635. West Germany came 
next (15,585), followed by France 
(5,221) and the U.S.A. (4,918). 
Comparative figures for the whole 
year are not yet available, 
although during 12 months the 
British total was 22,339, com- 
pared with 13,827 in 1952. 

The exhibition stand organised 
at the Stockholm exhibition by 
Trico-Folberth Ltd. of Middle- 
sex was a portable unit and 
formed part of a tour covering 
this year’s European motor 
shows. By the time the unit 
reached Stockholm the stand had 
already been seen at the Brussels 
and Amsterdam motor shows and 
the unit is now travelling over- 
land 2,300 miles to Turin for the 
Italian motor show. 

Trico are demonstrating their 
full range of motor car equip- 
ment by the use of working 
models in order to create export 
demand and they regard this 
method of exhibiting as being 
extremely economical in the long 
run and being most effective at 
reaching a wide public in a short 
space of time. The firm placed 
great importance upon the Stock- 
holm event because they are 
already doing large export busi- 
ness with Sweden. 


Elko trade mark 


Information concerning the 
campaign of Elko Konfektions 
AB (see ADVERTISER'S WEEKLY, 
February 11, page 286) has been 
received from H. Infeldt of that 
company. 

“We are so encouraged by the 
positive publicity which deve- 


© FOCUS 
on 
SWEDEN 


—continued 


This Trico stand is 
touring this year's 
European motor 
shows and was 
recently at Stock- 
holm, 


loped around the Elko-girl that 
we have decided to use the very 
picture of her that you published 
as a kind of second trade 
mark.” 


> St. Erik’s Fair 


The annual St. Erik’s Fair? 
in Stockholm is of great value 
in providing a shop window 
for the display of goods not) 
only to the Swedish public 
and trade buyers, but also tof 
visitors from surrounding} 
countries. In the opinion , 
the Board of Trade, St. Erik’s? 
has now become the most 
important trade fair in 
*northern Europe. 

The 1953 Fair attracted) 
387,831 visitors—of whom» 
83,661 were legitimate trade 
buyers—and occupied an] 
area of over 200,000 square 
metres with 52 nations taking? 
} part, either in national pavil- 
ons or in the commercial 
{sections of the Fair. Theref 
were 2,000 exhibitors, | 

The range of goods exhi- 
bited at this event is wide 
and covers all kinds of capital 
equipment as well as con- 
sumer goods. The national 
} pavilions, which form one of 
the main features and attract 
flarge crowds, are situated 
yon the main avenue. There 
were 14 countries occupying 
national pavilions in 1953, the 
largest being that of Western 
Germany with an area of 
fover |, square metres. 
The United Kingdom pav- 
ilion came third in order of 
size, and a number of exhi- 
bitors reported good results. 
4 A U.K. pavilion will again¢ 
be organised at the 1954 
Fair with an area of approxi- 
mately 11,000 square feet. 
This event will take place 
from August 28 to Sep- 
tember 12. The charge to? 
{exhibitors will include space, ; 

shell stand and uniform 
¢décor for the interior of 
?the pavilion. This year the 
,exterior treatment of the, 
national pavilions will be the¢ 
tresponsibility of the fair’ 
management who, it is 
4understood, will restrict dec- 
foration to the name of the 
,occupying country. 

4 German competition is 
especially strong in Sweden, ? 
and U.K. manufacturers are; 
urged by the Board of Trade? 
to give serious consideration? 
to the opportunities offered 
by the St. Erik’s Fair. , 


| 
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When planning an advertising 
campaign in Southern Africa 
consult 


Yoh 


NEWSPAPERS LTD 


24 Holborn, London, E.C.1. Tel. HOLborn 4144 
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Mechanical World = 


The perfect medium for a direct message from 
manufacturer to user in the Engineering Industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 
engineer. 

Send for free specimen copy and rate card 


EMMOTT & COMPANY 
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LIMITED . 
50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 II 
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ADVERTISER'S WEEKLY 


since then has worked on cinema 
advertising, space buying, contacts, 
execulive management—in fact just 
about every kind of agency activity. 
She became a director in 1950 and 


SHE ESCAPED FROM 
A BANK 


Tuere cannot be many women 


joint managing director with 
who are, or have , Managing “Peter” Painter in 1950 and with 
directors of advertising agencies. Gordon Millem in 1951, and now 


Yet Miss ix sole managing director. Profes- 
Olive Hirst, sionally, her ambition is to see 
of Sells Ltd., Sells expand—which it will do 
who now  jiterally when it takes over extra 
joins that se- space in Brettenham House. 

lect band was 

Originally in- a. . * 


tended for 


banking! WORLD film premiere which 


What is there richly deserves support is that of 
about bank- Paramount’s “Knock on Wood” at 
ing, incident- the Plaza on April 23. It is in aid 

- 4 that of the National Spastics Society. 
causes people (Spastics are crippled from birth: 
to go into they cannot control the movement 
advertising? of their muscles, but can be im- 

Only the ome reatly by special treatment.) 
other day it y Kaye, who stars in the film, 
was revealed from America to make a 


is is fying 

that “Teddy” Hull, Daily Herald 
advertisement director, took a tem- 
porary jcb in advertising wi while 
1 "This 


appearance at the premiére. 
Yeu can help in various ways. 
You can buy tickets for the pre- 


waiting for a job in a ba miére (and I you to be quick 
is precisely what happened to Miss about it), Or you can send a 
Hirst. Even now she utters a donation to the National Spastics 
heartfelt ‘Thank goodness!"’ when- Society Litd., 44 Stratford Road, 
ever she thinks her escape. For W.8. Or you can take space in 
she is convinced that, for variety, the omen rogramme, in which 
iy interest and opportunity, there is case Miss ith Johnson (general 
Be no career for a woman to equal _ secretary, Publicity Club aes 
‘ advertising. don), who is interested in this Laie gees 
Miss Hirst joined the overseas cause, will be glad to rom 
department of Sells in 1931, and = you. 


“IDEA TO DISTRIBUTION” 
SERVICE 


Many well-known 
trade marks come to 
life at THE WIN- 
STON CLARK 
STUDIOS. Manufac- 
turers of Cosmetics, 
Toothpaste, Per- 
fumes, Corsets, 
Fashions, Hosiery, 
Millinery, etc., use 
WINSTON CLARK 
STUDIOS’ “Idea to 
Distribution” service 
for their advertising 
models and display 
units. 


Miastrated is “SAMBO,” a well- 
known trode mark which came 
to life at our studios. 


THE WINSTON CLARK STUDIOS LTD. 


4 OldjBurlington St., London, W.!. Tel.: REGent 1191. GROsvenor 7916 
WORKS: WIMBLEDON, S.W. 


WROTE COPY AS 
A SCHOOLBOY 


ONE cannot | oat too early on a 
ood thin C. Lawler, who 
has left oa Haslam & oo. 


spare 
copy writ- 
ing, while still 
a schoolboy, 
for his father, 
the late A. C. 
Lawler, of 
Pool’s City 
office. Agen- 
cies in r. 
Lawler’'s W 
years in ad- 
vertising have 
included Lord 
& Thomas, and Dorland’s. 

He published a few novels before 
the war and for a while did travel 
propaganda for the German 
po oe eae but dropped i when 
asked to carry out ical pr 

nda. He also yd flying 

fore the war. During it he 
commanded a Field Battery, R.A., 
and lost his right leg below the 


knee. This has not prevented him 
from jumping ~~ over 
ditches, playing golf, por 


his favourite pastime of horse ri 
near his Epsom home. 

* * * 
TO RAISE the standard of the 
nation’s handwriting and its appre- 
ciation of the “sweet Italian hand” 
nas been one of the ambitions of 


T. Wilson . His career is 
typography; his hobby, calligraphy. 

Mr. Philip, who has _ retired 
after more n 22 years with the 


J. Walter Thompson Co., Lid., of 
which he has been senior typo- 
rapher, is a past-president an 
eliow of the Society of Typographic 
Designers, and a teacher’ of italic 
handwriting at the Mary Ward 
Settlement, St. Pancras. 


* + * 


WET another activity has been 
taken on by Leslie Hardern, P P.R.O., 
North Thames Gas Board, who is 
already, | believe, on more com- 
mittees and association executives 
than almost any other man living. 
To the general public he is best 
known as chairman of the Tele- 
vision Inventors’ Club. Now, to 
gether with “Bon Viveur” (Major 
and Mrs. John Whitby Cradock) 
the well-known writers on wine and 
food, he has founded the Gourmet 
Inventors’ Club, the aim of which 
is to encourage the invention of new 
dishes by both professional and 
amateur cooks and stimulate a 
“Gastronomic Renaissance.” 


Contact 


WEEK'S WISECRACK 


~ 


“Are you a headmaster, 
Carruthers? Your ezx- 
penses accounts show 
you've been in a lot of big 
schools lately.” 


Members and guests at the annual 
dinner of the Institute of Incor- 
porated Practitioners in Advertising. 
1. C. Harold Vernon (left), chair- 
man of C. Vernon & Sons, Ltd., 
Hon. Malcolm 


Oughton (right), 
president of the Institute and 
chairman of W. S. Crawford Litd., 
wey -— Wood, vice-c hairman 


of F Pritchard, Wood & Part- 
ners Lid. 
3. (L. to r.) Hugh T. Appleton, 


chairman of John Haddon Ltd., 
Mrs. Vernon, Lt. Col. Alan M. 
Wilkinson, and Mrs. Wilkinson. 

4. (L. to r.) John Coope, vice-chair- 
man of the “Daily Mirror,” Miss 
Susan Thomas, and Kenneth Horne, 
sales director of Triplex Safety 

Glass Lid. 
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Younger 


film advertising rates 


226 MI 


| per cinema per week 


‘actual showing time |5 seconds) 
* 


~. P= 


ome Minute 


@ Over 1,000 Cinemas to choose from 


@ Average FILMLET Schedule 2/9d. per 
1,000 actual viewers 


@ Full Colour - Black and White 
Black and White with Colour 


@ Consecutive or Alternate Weeks 


—==tninute Of *25/ 


per cinema per week 


‘actual showing time 33 seconds) 


Full details from :— 
DIRECTOR OF NATIONAL SALES 


YOUNGER [iMsse 


FILMLETS= 


28 ALBEMARLE STREET - LONDON - W.I - TELEPHONE: HYDE PARK 6593 
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issue of t 
Herald, 


the layouts, 


the normal 


demand. 


The arper’s 
Bazaar contains a new nine-day diet. 
A diet scarf made for “Harper's 
Bazaar" by Jacqmar will be on sale 


April 


at depariment 
country. 


ADVERTISER'S WEEKLY 


The 32-page Charter Centenary 
he 


published on Saturday, is 
believed to be the largest newspaper 
published in Brighton since 1939. 
Advertising was mainly local and 
blocks and drawings 
were the work of the paper's ad- 
vertisement staff. The total advertis- 
ing carried was 3,318 inches. 
print order was 50 per cent above 
circulation, and the 
plates are being retained on the 
press in anticipation of a further 


The 


issue of H 


stores all over the 


Publications News and Notes 


July issue of British Plastics will 
be a greatly enlarged 25th anniver- 
sary number, 

+ * Ag 

The Yorkshire Evening News 
fifth Agricultural Review will be 
include as an eight-full- 
separate supplement in the Apni 27 


issue. These supplements § are 

written by national and county 

National Farmers’ Union leaders. 
co 


The Manchester Guardian 
Monday and Tuesday — = a 
survey on the problems and oppor- 
tunities facing the 1 es industry. 

k 


The April — of the Scottish 
Field is the biggest ever pub- 
lished—with the exception of a 
special Empire Exhibition (Scotland) 
issue in 1938 which went to 128 
pages. 

Ea as aK 

A classified index of its many 
advertisers, with sub-headings for 
easy reference, is a feature of the 
1954 oagen ‘of the Yearbook & 
Annual Report of the Yorkshire 
County Federation of Women’s 
Institutes, published by MHutchin- 
son's Advertising Service, of Ilkes- 
ton. All the activities of the 
Federation are covered in the 194 
pages of this publication. 

* ok Bd 


Out of Doors and Countrygoer 
has produced a calendar for April 
with a monochrome photograph of 
a girl in a a full of daflodils, as 

“an example of the high standard 


of illustration and reproduction 
associated with this journal.” 
% bd * 


No alterations in the publishing 
arrangements are being made 
The Times for their various Supple- 
ments in Easter week. 


Those who know 
best about 
advertising.... 


oes. SAY 


Wass, Pritchard 


know best 


about printing* 


WASS, PRITCHARD « co. iro 


85 FENCHURCH STREET, LONDON EC3 Tel: ROYal 7141 


* Specialists in Print by Photo-Litho-Offset 


BRIFANNGA ce ese 


Cah 
— 


Britannia and Eve has now been 
restyled, with the emphasis on 
“Eve.” It is being extensively ad- 
vertised in the London and —— | 
provincial papers and society ma 
zines, by posters on the Lon =f 
Underground, and by streamers on 
main line stations throughout Great 
omen. Cover and editorial are 
improved and there are eight two- 
our pages of fashions. 


Man About Town, “ 
and Cutter's” 
is to be published quarterly. At 


The Tailor 
consumer magazine, 


present an annual, its next appear- 
ance will be on December 1. This 
week saw the publication of the 
1954 issue. Edited by John Taylor, 
it runs to 172 pages, 66 being adver- 
tisements in addition to a speci 
co-operative supplement advertisin 
high class tailors and running to 
pages. "i 


a 
There are 75 advertisers in a 
92-page survey of Mechanisation in 
Horticulture, published by _ the 
weekly Commerc Grower last 
Friday. > ‘ 


Commenting on the success of the 
first National Hair and Beauty 
Week, a leading article in Hair- 
dressers’ Journal states that planning 
should begin at once for a similar 
scheme next year. 

ok 


K ok 
To increase its coverage of 
engineering production matters, 
Machine Shop M has en- 
larged its editorial content by a 


third. 


Ba 

‘ws week s issue of The 
wi special Easter number 
ae to 52 ox 


The Richmond” Herald's publica- 
tion day has been changed from 


Saturday to Friday. The paper 
recently switched to front page 
news. 


APRIL 8, 1954 


We Hear 


A hundred good catalogues are to 
be selected by the British Federation 
of Master Printers and the Council 
of Industrial Design for an exhibi- 
tion to ek. - in London next 

uently 


. * _ 

Sixty-two students are attending a 
fortnight’s course in technical and 
administrative efficiency in the print- 
ing gy at the Young Master 
Printers’ first Spring School at 
Lincoln College, Oxford. 

* * * 

Earl's Court has been booked, for 
the third Factory Equipment Exhibi- 
tion, 1955. Dates will be from 
March 28 to April 2. Within three 
days of the opening of the booking 
list for 1955, more than 30 per cent 
of the stand space had been booked. 

* * * 

Lord Layton, deputy chairman, 
Newsprint Supply Company Ltd., 
will be the guest speaker at a 
Hag = yey members’ 
luncheon on April 27. 


In the bag 


An 1896 copy of Boys’ Own 
Paper was found in the padding of 
a new handbag bought in a Brisbane 


store. 
* * * 

Starting with the next _ issue, 
Newman Neame Ltd. will be co- 
operating in the writing, design and 

roduction of The Bowater Papers, 
jouse magazine of T Bowater 
Paper Corporation Ltd. 

* * 

The first social event of the Mid- 
lands branch of the Incorporated 
Advertising Managers’ Association 
was held at the Red Lion Hotel at 
Knowle, Warwickshire, under the 
chairmanship of Eric Luscott-Evans 
(Tube Investments). 

- * * 

Following the success of a trial 
local campaign of 16-sheet sters 
inviting visitors to Wilton House, 
home of The Earl of Pembroke, by 
the Salisbury Billposting Company. 
— the campaign for this year 

has been extended to 26 weeks. 

* * a” 


Neale Brothers (Nurseries) Ltd., 
Birmingham, have some an asso- 


ciate member of the Display 
Producers and Screen Printers 
Association. 


Wedding gift 


Harry Leitch, advertising repre- 
sentative of the Falkirk Herald, 
received a canteen of cutlery as a 
wedding gift from colleagues and 
employers. 

” * * 

Barnet Saidman of the News 
Chronicle has accepted an invitation 
from the council of the Royal 
Photographic Society to serve as a 
member of their associateship and 
fellowship admissions committee 
for the current year. 

* * * 

The Minister of Housing and 
Local Government has dismissed 
the appeal lodged by Solosigns Ltd. 
against Sheffield City Council’s 
refusal for the display of an adver- 
tisement panei on the rear wall of 
the News iheatre, Fitzalan Square 

* * 

Paul E. Derrick Advertising Ltd. 
has moved from south of the river 
to 15 Whitehall, London, S.W.1. 
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CHARLES W. HOBSON LTD. have a vacancy 


for the full-time services of a studio artist. 
He needs to be versatile and not a specialist. 
Naturally, a high competence and quality of 
work are expected. Please write to Park Place, 
Amersham, Bucks, or to 2, Chandos Street, 
Cavendish Square, London, W.1. 
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Current Advertising 


Drink more milk—a glass a day 


Powder that 
perms 


New devel in the home 


pe market this week is the 
unching 


Headspin Lid., a 

subsidiary Ashe boratories, 
makers of Bandbox and Amplex, 
of a powder which, when added 
to water, waves hair permanently. 
The name of the product is Head- 


inital’ advertising will include full 
pages in women’s and women’s 
interest weekly magazines. 

Packs have been designed by Ashe 
Laboratories Ltd. é 

The advertising campaign is potas 


Vintey Lad. — Prentis 


ope Lumley 
is ae the promotion. 


Summer scheme for 
new record players 


spaces are being booked in 
ont daily and Sunday news- 
poe to introduce a new range 

Regentone three-speed record 
ple will break at the 
end of the ‘month and is expected 
to continue throughout the sum- 
mer. In addition to the national 


pty my certain provincials will 
used. Trade press advertis- 


ing is now starting. Gordon & Gotch 
(Advertising) are the agents. 


Object of the milk publicity 
campaign, now breaking, is to 
persua every member of 
public to drink. at least one glass of 
milk a day. 

During the first year some 
£300,000 will be spent on the 
motion which is bein art 
the pry Milk P ublicity Cc 
Mather Crowther Lid 


recently inted agents. 

One the features will be a 
large neon sign—30 foot square— 
which will be erected at Piccadilly 
Circus shortly, 

The press campaign will use large 
spaces in national and ovincial 
newspapers, magazines 
media. 


250,000 dishes free 


Pa A. Jobling and Co., Ltd., 
awa 50,000 coloured 

Pyree. dishes. y are being pre- 
sented to purchasers of their new 
by Se Pyrex casseroles which sell 
at 6s for a two-pint size, and 

9d. for three-pint : as 

Heavy advertisin used 
to publicise the . incl ing a 
series of half-pages in national 
newspapers. 

The account is handled joint 
Stunt ‘Advertising ‘Lad, and, Tally. 


women's 


Lintas Lid. are handling the ad- 
vertising for the new Gibbs brush- 
less shaving cream, not Foote, Cone 
— Belding Ltd. as stated last 
week. 


THE 
SCOTSMAN |. 


READERS of THE 
SCOTSMAN form 


Scotland’s most receptive 


markets for quality 


products and services. 


SCOTLAND’S NATIONAL NEWSPAPER 
Member A.BC. 


North Bridge 
EDINBURGH 


63, Fleet Street 
LONDON, E.C.4 


AT A GLANCE 


Accounts 
STAR 


ED 
RADIO GOLD RAZOR 
BLADES for C. J. Lytle (Adver- 
tising) Ltd. 


TRANS-AUTOS LTD., __interna- 
tional car delivery service, for 
Paul E. Derrick Advertising Ltd. 


BLUE STAR GARAGES pazm. for 
Griffiths & Millington Ltd. 


Dorrity Advertising Ltd. (Bir- 
mingham). 


ZERNYS LTD., 
for Howards 
Ltd. ( Hull). 


Campaign ae pages in 

women’s _w 

women's interest i—_ 
BRILKIE. DRESSES for Conroy 
Wykes Advertising Lid 


LINKMAN LTD., shippers and 
distributors of wines and spi 

for Henry Pybas & a 
(Liverpool). 


TANNOY PRODUCTS LTD., 
sound equipment engineers, for 
Napper, _ Woolley Lid. 


BIAGIO RAYMOND, Koi 
bridge hairdressing salon. 
Musical d 


LIN-ERN IRISH Bay HAND- 
KERCHIEFS, made by Spence, 
Bryson & Co., Ltd., Belfast, for 
Osborne-Peacock Co., Ltd. Using 
trade press. 


liquid mae tor Paul fe 
iquid waterp 
Derrick Ady ertising Ltd. 


Campaigns 


NATIONAL MILK PUBLICITY 
using national and provincial 
women’s 

and screen adver- 


Ltd.). 


REGENTONE 


RECORD 
PLAYERS using large i 
national oa » 


in 
o~ 

provincials 

rg & Gotch Tadwerteane) 


FIELD’S TURBAN FRUIT MIX- 
TURE, for ~ we and fee 
bei after 14 


towns (T. 2 hd pee 


London evenings, vincials 
sane press wes, Provin Palmer 


MEDDOCREAM _ ICE 
using national Sundays, 


pres pres “kiley, Preston 


COOPERS Y UNDER- 
WEAR using large spaces in 
national daily newspapers, maga- 

yes 


_ 


TCH cigarette lighters 

British Butanic Lighter 
Co., Ltd., using national daily and 
Sunday newspapers, 


and trade oa 
Lytle (Advertising) Ltd.). 
ADLERS CHOCOLATE using 
screen advertising (C. P. Wake- 
field Ltd.). 
SILVER SEAL 
made C.WSS., 
press ( ). 
ENGLISH ROSE FOUNDATIONS 


ap oy. Wie 


(Cc. Veron Sone’ Lid’) 


TIGER CHEESE, distributed 
ih Food Products Lid? 


JAMES ROBERTSON AND SONS 


LTD., jam manufacturers, 
national aA = Sunday nday res 


and 
dl ey Service | Ltd. 
“ee AIRWAYS 
national and trade In the Daly 
a Coie 


headed by half-pa 
Express on Ap 
Prentis and Varicy -_— 
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We es MARTELL BRANDY, De K 

Bes 2k —— Hollands Gin and Cherry Brandy, 
ns, Williams | & “Humberts  sherrics, 

; te and Charles Heldsieck | cham- 

os ; : os Ppagne using nation pro- 

; vincial press, class and mass cir- 

“s culation ——— (G. Street & 

ra Co., Ltd.). 
7 a 

mes 2 NEWTON SHAKESPEARE & 

ee i CO., LTD., makers of Garrison 

a4 au kitchen ware, for Nicholls 

7a dyers and cleaners, 

; : po oe oe 

eee HEADSPIN LTD., subsidiary of 

eR ¢ Ashe Laboratories Ltd., for 

Be PO Colman, Prentis & Varley Ltd. 

be arc national newspapers for gilt er 

ae ary, Advertising Ltd. and 

Sat oe ully-Crabbe Ltd.). 

is NUTRINAI, using national press 

¢ po emenerwie aula cee. 
ese. (Glasgow) ). 

re sie 

ye TE KIA-ORA usi colour pages in 
re a women's “and general interest 

a ee weekly magazines, even- 

Ba? ite. ings, provincials and bus sides 
ee E and fronts in London (Service 
= a! Crabbe Lad. Advertising Ltd.). 

+ ee ghts) WHITEWAYS CYDRAX using 
n New national daily and Sunday news- 
a aa ETS. weekly m. i 
u a Stores for 5. ©. Peacock Ltd, press 
i, Biagio Raymond using class 
fh ee ——_____— : Te women’s magazines, 
, f —— ee 
ie pone cena a  aa cemnaieeatn ne een mane semen nao semen 
as ? press (D. H. Brocklesby .). 
. q G posters in London, screen adver- 
aes Lat and trade press (Dorland 
; - ’ Ltd.). 

. usin national Newspapers, 
er 
> ; (C. Vernon & Sons Ltd.). 
ee —~ <9 | wins national 
+p weekly and monthly magazines 
ort sg and national dailies (Foote, Cone 
i ye tising (Mather & Crowther HE & Belding Ltd.). 
ie _ nati Newspapers (Stowe 
&: nm ~ Bowden Ltd.). 

a ae : 

Be CLEVELAND PETROL __ usin 

z . E CHAIRS large spaces 
4 eee 
Ss papers, London evenings and 
(Ate tae CREAM whole pages in class magazines 
ue & om (Downtons Ltd.). 

ee Be "e Co, MACDONALD’S CHOCOLATE 
3 - BISCUITS using London sub- 
é urban cone (Colman, Pren- 
a a a cnn 

aa a suburban newspapers (A. N. 
es UOUELQUUNDEDOGENENEAALEGELEGENQUAUOUEOONUAEDEGALENEOUODEGAGEGELEOUALEGEGEGOULELONEDEOEOOUOEEONEGEGU OEE OOEDEGEUOOEEOED EDOM HUET, a Holden Ltd.). 
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Esquire’s famous Father’s Day Gift pages will stimulate 
Father’s Day gift buying by creating the raion climate in which 
your advertising can do its job. 

The July issue of Esquire will feature full page spreads 
jam-packed with everything for the Sportsman Father, the Father who 
travels, the Connoisseur, the Father-about-the-house, 

the Host, and the Beau Brummell. 

Your advertising and Esquire gift suggestions work 

together to produce a buying mood, which will mean greater 
business for you because your advertising appears where 

—and when— it has the greatest meaning. 


Retail outlets all over the country are co-operating in this campaign ; 
and will be exhibiting point-of-sale material to tie up with Esquire’s 
Father's Day Gift suggestions. 


see the July issue of 


THE MAGAZINE FOR MEN 


Advertisement Director: Col. Archie 


39, Upper Brook Street, London, W.l. Tet: Ryde Park 9521 out June 11 


Pe 9 ADVERTISER'S WEEKLY 
a 7 
sit ho 
. 7 Be ian 
7 . a 
Z » re 
| ak — 
d z ‘ - 7 
7 \ oo 
/ r \ os Pai 
: : ‘ 
/ Re 1 ; Be 
' ‘ 7 1 erie 
| ‘ 1 z 
| ! 
P \ . ‘ j ! 
\ * ~ _ " | : : 
\ § i ba 
\ 7 ’ 
\ am a ; ', 
\ ys / 
\ . ’ 
; = ; got ee 
\ , i , ao” y 
‘\ e a , 7 of - ‘ : 
~ - * bat 
; a . ee ' ee | 
Y, by - | 
a o™ Beg : 
2 w rig 
. San a ed ' 
. ‘ es 2 
j 2 i La 
js \ re 
AA (o) \ ; 
O77 \\d 
Ms Ka ; 
eT \ \ j ' 
oo © 
> =} h . WY -* 
\a . toy 
ee see 
i ce 
—_—_—_—_—“—“<—=_sF-—— >? nee 
>.) er cee ; es ae) (oe — om 


ADVERTISER'S WEEKLY 
APPOINTMENTS VACANT 


LAYOUT MAN 


charge, one tine plus 94. covering 
by medium size West End Agency 
to work with creative group. 
Roughs to clients’ standard and 
working knowledge of Typography 
essential. 


Salary in the region of £500 pa. 


Dostage, 
required ander seven insertions MUST 
Weekly,” 160 Fleet Street, London, E.C.4. CHAncery 8844 (Ex. 25). 


APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 


INTMENTS VACANT, 3s. 64. per tine, 40s. per dispiay panel inch. 
APPUINT MEN ID WANTED, 3s. per line, 35s. per 


4s. per line, 45s. per display pane! 


Gispiay panel inch. All other 
inch. Minimem, 3 lines. Box No. 
on application: all 

Advertiser's 


ete. Series rates 
BE PREPAID. Address “ 


these advertisements must 


Acai Office of the Ministry of Labour or a Scheduled Employment 
applicant is a man aged 18-64 inclusive of a woman aged 18-59 
or the employment, is excepted from the provisions of the 
Notification of Vacancies Order 


1952.” 


Telephone: 
CREATIVE MANAGER 
REGent 1722 


OUTDOOR ADVERTISING. The 
Manager of @ leading London Agency 
requires a capable understudy, Write, 
stating age, experience and salary 


grade, to 
Box 7287 Ad, Weekly 180 Fleet St BC4 


NORFORD & 
ASSOCIATES 


Require additional top line artists 
in every department including, still 


Auckland Studio. 


be en advantage. 


2 and 


TWO COMMERCIAL ARTISTS 
required for 
LEADING ADVERTISING AGENCY IN AUCKLAND, NEW ZEALAND 


One of New Lesiand’s largest and oldest established Advertising Agencies 
with Branches in main centres, requires two experienced Artists for their 


Applicants need to be thoroughly experienced in all branches of Agency 
work and the senior position of the two calls for a man of outstanding ability 
perticularly in figure drawing. The sbility to produce quick visuals will also 


eee Bee Se Se Swans Hie se E1380 ow cneum GS Ue 


Interesting variety pas work in black and white and colour and working conditions 
ate most attractive. Generous Staff Superannuation Scheme is available and 
assistance will be given in passage to New Lesland. 

send full particulars stating age, present salary, experience, eic., 
together with semple range of work, airmail, to : 


“ARTIST” Core CHARLES HAINES ADVERTISING LTD. 
P.O. Box 1432, AUCKLAND, NEW ZEALAND 


life, figure, furniture, retouching 


7 TWO SPACE SALESMEN wanted, 
and lettering. 


London area, for flourishing Fort- 
P aid nightly, good commission and expenses. 
Apply in writing to: Apply Surplus Register, 8 Storey's 
1 and 2 Pemberton Row Gate, London, §.W.1 
“f A LEADING MANUFACTURER OF 
London, E.C.4 GOODS 


CONSUMER situated = in 
ADVERTISING DEPARTMENT of Man- 


London requires a woman w manage 

the Market Research Departmen. The 
chester company requires young man 
(no N.S. commitment) with the ability 


successful applicamt must be at least 
fomiliar with field work control, 
to write clear and sensible, but not 
dull, English. 


machine tabulation and the assembly 
Knowledge of proof of = statietics, Some experience of 
correction advantageous, State age and 
qualifications, 


Market Research in all Ly phases is 
Box 7213 Ad. Weekly 180 Pleet St BC4 


therefore necessary. Wri 
Box 7277 Ad. Weekly 180. ‘Fleet St BC4 


How good a 
COPYWRITER 
are you going to be? 


There are, from time to time, opportunities in 
the LONDON PRESS EXCHANGE for those 
who intend to become really good copywriters 
and who have some evidence—perhaps a year 
or so of practical experience—that they have 
the right approach to the job. 


A fully informative letter to the Creative Director, 
LPE, 110 St. Martin's Lane, WC2 will receive care- 
ful consideration and may lead to an interview. 


PUBLICIST, post-graduate standard, to 


write House Magazine of old-cstab- 
lished company and attend w adver- 
tising and printing requirements. 
Interesting experience-gathering chance 
for young man ascending profession 
or could be permanent. S. London. 
Write full particulars, including salary 
required, to 

Box 7289 Ad. Weekly 180 Pleet St EC4 


RETOUCHER 
required 


Capable artist with sound experi- 

ence of all types of retouching. 

Good working conditions. Five 
day week, hours 9 to 5.30. 


Write or phone : 
BATESON & STOTT 
45 St. Paul's Churchyard, E.C.4 
CENtral 2664 


PRODUCTION MAN required for West 


End Agency, for prim production of 
high standard. Agency experience and 
a sound knowledge of all process 
work and Typefaces essential. Holi- 
days this year as arranged and good 
salary offered 

Box 7149 Ad. Weekly 180 Pleet St BC4 


Advertisement 
Representative 


required for well-known series of 
weekly newspapers. 

Essential qualifications: Good space 
selling record, drive, initiative, 
good education and appearance. 
Write stating age, experience and 
when available etc., to: 

Advert i nt M 
CROYDON TIMES LTD. 
104 High Street, Croydon, 

Surrey 


PRODUCTION MAN (with previous 


agency experience) for London Agency 
to handle varied accounts. Ideal con- 
ditions and holidays this year by 
arrangement. Five-day week and 
geod salary offered w young man who 
wishes to progress 

Box 7150 Ad. Weekly 180 Picet St BC4 


APPOINTMENTS VACANT 


PRODUCTION 
MAN 


required by long established West 
End Agency. Age no bar but must 
be capable of taking full responsi- 
bility on a number of accounts. 
5-day week, paid holiday this year. 
WRITE stating age, experience, 
salary required. 
1 Wardour St., Piccadilly Circus, W.1 


LAYOUT /VISUALISER. Outstanding 


man required for West End Agency. 
Applicants should have good imagina- 
tion and a quick and high standard 
in the preparation of finished layouts 
for presentation. Progressive position, 
ideal conditions, holidays as arranged 
and salary according to experience. 

Box 7148 Ad. Weckly 180 Flee: St BC4 


ADVERTISEMENT 
REPRESENTATIVE 


for South East Counties. Applications invited 

from experienced men with first-class space- 

selling abslity 

THE COUNTY ASSOCIATIONS LTD 

Bourdon Street, Berkeley Squer”, 
London, W.1 


WEST COUNTRY 


AGENCY has 
vacancy for creative Artist, able to do 
first-class visuals in pencil and colour. 
Finished art work required, but no 
meticulous lettering. Figure 
desirable. Apply: Studio 
Trowbridge Pritchard & Cx - 
Registered Practitioners in Advertising, 
4 and 5 Princes Buildings, Bath. Tel. 
Bath 60957. 


ANNOUNCEMENT 


of interest to 


SPACE-SALESMEN 


We are an old-established organisa- 
tion generally known as “Busines« 
Publications Ltd. and Associated 
Companies”. 


We publish a number of well- 
known periodicals and standard 
Reference Books—the "Advertisers 
Weekly’’, ‘'Business’’, the 
" Advertiser's Annual”, etc. 


The top men on the advertising side 
of our business are men who have 
made a caree’ with us, some of 
them having been with us for more 
than 20 years. 


Weare now looking for experienced 
space-salesmen under 40 years of 
age to join us as Assistant Advertise- 
ment Manager or Senior Represent- 
ative, with a view to taking over 
one of the top jobs in the not-too- 
distant future. 


If you wish to settle down in a 
happy publishing house, write 
to the General Manager, 180 Fleet 
Street, E.C.4. 


(Letters will be treated as strictly 
private and confidential). 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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APPOINTMENTS VACANT 


EXPERIENCED 


TECHNICAL ARTIST 
(25-35) 


required for high standard 
finished artwork in line, tone 
and colour. Sound ability to 
sketch from components and Mic. 
drawings essential. Experience in 
automobile and light engineering 
desirable. Progressive job for 
keen man. 


Please Telephone : 


GILES STUDIOS 


CHAncery 5061/2 


OPPORTUNITY! 


Vacancy in London 
for keen young (up tw 30 years) 
advertising man with good all round 
agency experience and sense of 
responsibility willing to travel abroad 
when necessary, wanted for client con- 
tact Excellent prospects with real 
opportunity for rapid promotion to 
management responsibility for man 
with right qualifications and ambition. 
Write, giving full details including 
recent photograph. State when avail- 
able and salary desired 

Box 7226 Ad. Weekly 180 Fleer St BC4 


VisuALIOER 


required 
by West End Agency handling 
national accounts. Write stating 
experience to: 


Box 7286 
Advertiser's Weekly 180 Fleet St EC4 


A RIGHT YOUNG DESIGNER- 

visu ALISER is needed for a newly 
launched house magazine. The young 
man—or young woman—must be 
able to work under some pressure and 
produce fresh and interesting art-work 
from own colour visuals. The job 
means working with exciting, un- 
familiar colour reproduction process— 
means, too, that the successful candi- 
date will be able w supervise produc- 
tion of own work from first to last! 
Write or telephone for appointment to 
Personnel Officer, Gestetner Lid., 
Fawley Road, Tottenham, N.17. Tel.: 
TOT 2201. 


No specimens yet—but state age, 
agency experience and salary 
required. 


PRODUCTION 


We have a vacancy for an 


assistant. 
sponsible for an interesting 
range of accounts. 


Profit Sharing and Pension Schemes 
apply. 


S. C. PEACOCK LTD 
Maddox House. 
215-221 Regent St., London, W.1 


CLASSIFIED ADVERTISEMENTS 


PRODUCTION MAN WANTED 


simple adaptations and routine 
typography. An excellent 
chance for a man seeking 
Should be knowledgeable of _ interesting varied work. Apply 
modern processes, capable of giving full details, to :.- 


Staff Manager 
G. S$. ROYDS LTD. 
160 PICCADILLY, W.1 


Royds have a vacancy for 
man 23-27 with experi- 
ence of National accounts. 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Applications are invited for the 
position of 


PUBLIC RELATIONS 


OFFICER 
Salary £656 per annum. Super- 


annuation Scheme in operation 
Application forms upon request 
for return not later than Monday, 
19th April. 
Apply : 
MANAGING SECRETARY 


LeicesterCo-Operative Society Ltd. 
4 UNION STREET, LEICESTER 


1. LETTERING ARTIST. Good clean 
worker 2. Experienced retouching 
artist needed by progressive studio 
Mayfair district. Good salary 
Box 7262 Ad. Weckly 180 Fleet St BC4 

TECHNICAL JOURNAL rcquires ser- 
vices of live man with initiative and 
drive to increase circulation and ad- 
vertising revenue; capable layouts and 
productior. 

Box 7263 Ad. Weekly 180 Fleet St BC4 


PRODUCTION ASSISTANT required, 
with knowledge of blocks and general 
press detail. Apply in writing, giving 
Particulars of experience and salary 
required to the Personnel Director, 
John Haddon & Co., Led., 11 Salisbury 
Square, E.C.4, of phone CENtral 8156. 


ASSISTANT TO STUDIO MANAGER 


required by London Agency. A young man 


with knowledge of block ordering print 
detail, general Studio routine and, ebove 
all, @ good memory. 


Apply : 
Box 7258 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SALESMAN 


PROGRESSIVE PROCESS ENGRAVERS 


require expericnced inside contact man, 
permanent job with chance of advance- 
ment for the right man. State salary 
required, etc: Write wo Austin Miles 
Lid., 79, Lambeth Street, B.1. 


required by 


BIRMINGHAM ADVERTISING 
AGENCY require Artist capable of 
doing retouching as well as general 
studio work. Sday week. Good con 
ditions (Our staff know of this 
advertisement.) Writ tw Managing 
Director. 

Box 7238 Ad. Weekly 180 Fleet St BC4 


ABC Railway Guide 


Applicant must be able to build 
up genera! National advertising (as 
distinct from hotels) for this 


Leading Agricultural newspaper requires 
ADVERTISEMENT 
REPRESENTATIVE 

for Northern Counties and Scotland 

Applicants must heve proved space selling 


record , knowledge of rural offairs an 
joes —_ full details of _ oa 


ages to: 


Box 
Advertiser's Meohty 80 Fleet St EC4 


RONEO LTD., London, require assistant 


for Export Publicity Dem. Applicants 
should be of good education and per- 
sonality with gencral experience in 
production of Sales literature, etc. 
Write 

Box 7233 Ad. Weekly 180 Fleet St BC4 


publication, and should have good 
connections with Agents repre- 
senting National Advertisers. 
Remuneration by salary and com- 
mission. Write stating age and 
experience to: 
Advertisement Director 
ABC Railway Guide 


Thomas Skinaer & Co. (Publishers) Ltd. 
330 Gresham House, £.C.2 


GENERAL ARTIST with creative ability 
required by studio of Advertising 
Agency. Must be versatile, with a fair 
knowledge of typosraphy, and be able 
to produce neat and accurate layouts, 
although the emphasis would be on 
finished work, The position is perma- 
nent and superannuation scheme is in 
force. Five-day week. Applications, 
stating age, experience and salary re- 
quired to 

Pox 7269 Ad. Weekly 180 Pleet St BOS 

7, 


company. 


SENIOR COPYWRITER — 
TECHNICAL PUBLICITY 
Opportunity and unlimited scope tor writer 
with sound technical knowledge. Write 

in fiest place for interview to + 
Box 7236 
‘Advertiser's Weekly 180 Fleet St EC4 


Salary £600 pa. 


DRAUGHTSMAN required by leading 
Scientific Instrument Manufacturers 
situated in the East London area. The 
successful applicamt, who should be 
about 23 years of age, will be required 
to produce good quality line work in 
ink for reproduction and proceed on 
own initiative. This is @ progressive 
post of a particularly interesting nature, 
Write providing details of age and 
experience, also salary required, but do 
not send any specimens in the first 
instance 
Box 7265 Ad. Weekly 180 Fleet St BC4 


QUICK PROMOTION 


is quite on the cards 
for a really bright 23-25 year old 
General Assistant in Publicity 


Department of a large international 


He must have some background 
in press, print and allied subjects. 


Send full particulars of education and experience to: 


Box 7276 ‘ 
Advertiser's Weekly 180 Fleet St London EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


Two 


fully experienced 
General Artists 


required 


by Bond Street Studio. 
Top salaries to right men. 


‘phone GRO. 3026 


DISPLAY & LETTERING ARTIST abic 
prepare layouts for first-class ek 


Sereen Print. 
Sureatham, 58.W. 16. 


wood Street 
Streatham 4245, 

EXPERIENCED LETTERING ARTIST 
able to produce roughs and finished 
artwork for Photlitho, Pive-day week. 

ox 7214 Ad. Weekly 180 Fleet St BCA 


YOUNG LADY experienced in Classified 
Advertising, required for four news- 
Papers. Progressive appointment, Initia- 
tive and imagination an asset. Write 
giving summary of Seema and 
indicating salary required 
Box 7266 Ad, Weekly 180 Fleet St BC4 


SECRETARY and sole assimant tw 
Press Officer of publicity organisation. 
In addition to shorthand-typing, respon- 
sibility for filing system and other 
office routine, the position offers wider 
scope and experience for a person keen 
on press and publicity work, Previous 
experience of publicity not essential, 
but applicants should be intelligent and 
well educated. Age, preferably 21-28. 
Commencing salary £6 10s.-£7 105, per 
week according to experience, plus out- 
standing Provident Fund benefits, 
Apply in confidence to 
Box 7245 Ad. Weekly 180 Pleet St BC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 
of advertisements 


FIRST-CLASS 


ARTIST 
required 


with strong creative flair. Good 
all-rounder capable of managing 
small studio (I.1.P.A.). Details, 
please, of age, experience and 
salary. 
Box 7267 
Advertiser's Weekly 180 Fleet St EC4 


ADVERTISEMENT 
REPRESENTATIVE 


with drive and initiative exists in 
a leading Fleet Street Publishing 
House. One weekly and one 
publication — (A.B.C. 
figures). Write: 
Box 7283 
Advertiser's Weekly 180 Fleet St EC4 


Ir YOU THINK YOU CAN WRITE 
“COPY,” have some agency experience 
and are prepared to work hard on an 
interesting group of accounts both con- 
sumer and industrial for a reasonable 
commencing salary with good prospects, 
there is an opening for you with this 
old-established and expanding agency. 
Write giving brief details of age, experi- 
ence and commencing salary to 
Box 7260 Ad. Weekly 180 Fleet St BC4 


YOUNG ASSISTANT required = in 
Publicity Department of major Renting 
Company. At least one year’s agency 
or publicity experience essential. 
Applicant must be keen to learn and 
willing to work hard as member of a 
team, and give general assistance in 
departmem as required. Write _— 
full details ee 
and salary requ 
Box 7270 Ad, ‘Weekly 180 Fleet St BC4 


TICKET WRITER WANTED, full-time 


CAREER WOMAN for executive posi- 


particulars of experience and salary 
expected. 
Box 7198 Ad. Weekly 180 Fleet St BC4 


tion in publisher's office. Experience 
in direct mail or circulation promotion 
an advantage. The successful candi- 
date will be directly responsible to 
Managing Director. She will be ex- 
pected to plan sales campaigns, handic 
small staff and build up home and 
overseas mailing lists for technical 
books and specialised periodicals. 
Write, giving full particulars. 


Aprit 8, 1954 


APPOINTMENTS VACANT 


PRODUCTION 


Thoroughly experienced man re- 
quired by large West End Agency. 
Competent to control all stages of 
production (advertising and print- 
ing) for interesting group of 
accounts. 

Write giving fullest details of quali- 
fications and experience, age and 
salary required to: 

Box 7252 
Advertiser's Weekly 180 Fleet St EC4 


(.LP.A,), hours 9-5.30, No Saturdays. 
Two weeks’ holiday per year. Super- 
annuation scheme. Write — de- 
tails of salary, experience, ctc., 
Box 7272 Ad. Weekly 180 Fleet St BCs 
SAMSON CLARKS require experienced 
lettering artist. Phone Studio Mana- 
ger, MUS 5050, for appointment, 


DISPLAY ARTIST required for the 
Advertising Department of ~~ 
Lucas (Electrical) Lid. Must 

thoroughly experienced in all FF 
of Exhibition and Display Design. 
Apply in writing to Personnel Officer, 
Great King Street, Birmingham, 19. 


ASSISTANT REQUIRED in Accounts 
Control Department of West End Ad- 
vertising Agency. Opportunity for the 
young man or woman, who has prac- 
tical Agency experience, to handle 
detail work on a group of accounts. 
Must be capable of controlling all 
inside work and guiding cach job 
through all stages to final production. 
For the person determined to succeed 
this position offers scope for progress. 
Apply stating salary and 


Box 7285 Ad, Weekly 180 Fleet St BC4 


Stowe & Bowden Lid., 6 Stratton 
Sureet, W.1. 


important agency. 


W:-P:S 


require another 
first-class 


copywriter 


A top-line man to work on an 
interesting group of National and technical accounts. 
A good opportunity with this increasingly 


Holiday granted this year. 


Write giving full details of 


STAFF DIRECTOR, WILUNGS PRESS SERVICE, 356 GRAYS INN ROAD, W.C.1, 


Pensicn scheme. 


Dealer Advertising 


A young man, with sound knowledge of 
Advertising, is required by a leading 


industrial concern to 


in the planning, creation and distribution 
of local advertising. The position involves 


travelling round the 
individual Dealers. 


co-ordinate reports on Dealer advertising 
at the London office and, under the super- 
vision of the Advertising Manager, will 
ensure that Dealer publicity is in line with 
Company policy. Please send full details 
of experience, education and salary required 


to 


Box 7288 


Advertiser's Weekly 180 


assist their Dealers 


country to advise 
In addition he will 


Fleet St Londen EC4 


Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 
a kent 


; HADDONS 
required AND 
and retail installation ex- 
perience wanted to design * © e required by periodical and 
sod prt win Ga reative Visualiser book publishers. Five-da 
‘ Gay 
material. The man we want 
must be prepared to install ’ ‘ week. Superannuation 
Fa ti an aa with agency experience scheme. Write giving 
Promotional ideas. behind him, and a details age, experience, 
— future in front of him wmnery 
giving details of work and experience. 
Box 7253 Box 7264 
Advertiser's Weekly 180 Fleet St £C4 For an appointment with the Art Director Advertiser's Weekly 160 Fleet St EC4 
: ADVERTISEMENT REPRESENTA 
ee to ~ hy 5; write or phone wanted by Glasgow evening pak | 
despatch dept handling process, Must have done military service, Some 
foundry and typesetting work. Must a selling experience essential. Excellent 
be able to) supervise the sorting and The Personnel! Director el te = 5 
colla ol r depts 
trol of staff. Write stating education, age, experience 
sang Spenser Omen & Wels JOHN HADDON & CO. LTD. bn fa ee i Hen ct 
YOUNG LADY CLERK ired f . for production work in small technical 
Provincial Weekly office in Fleet Street. 11 Salisbury Squar e, London, E.C.4 advertising department, Experience of 
Write in first imstance giving ecxpcri- 8156 =. —— So, —~" ability - 
ence and salary expected to CENtral routine interest 
Box 7239 Ad. Weekly 180 Pleet St BC4 creative work with equal enthusiasm. 
PRODUCTION ASSISTANT for Pub- a Fs te £8 per 
lishers office. Fully experienced book | SCREEN PRINTERS. Unique oppor- , EXPERIENCED ALL ROUND | Sucuion and specal iment 
_broduction. Telephone WHiltchall 4309. unity to get in on ground foor and GENERAL ARTIST required (Male), Advertains ‘Monager, C, , Rengans 
SECRETARY-CUM-ASSISTANT required grow with new screen plant being write giving details and salary required. Lid., Manufacturing Chemists, Park 
for Publicity Manager of large flying installed by Midlands Commercial Box 6728 Ad. Weekly 180 Pleet St BC4 Royal, London, N.W,10, ; 


company. Must have excelient short- Saeeyaien. Wanted: top class, i 
hand and typing and advertising agency round, practical executive and 
ae = es ee Se  p— te Send details 
Publicity Department of a commercial of experience, etc 
company. Apply in writing only to Box 7273 Ad. Weekly 180 Pleet St BC4 
Publicity Manager, Airwork wee. TECHNICAL Cory WRITER (rate) 
Street, London, . required. Aged 20-30, Experience and 
ADVERTISING—Commercial ability in technical copy writing and 


wi 
Artists 
required for finished work. Apply expressing himscif in plain English. 
Murray-Watson Ltd., Barclays Bank Layout experience helpful. Scientific 
Chambers, Dudiey. and technical background, apprentice- 
ship, National Certificate, or other pro- 


fessional qualifications desirable, Duties 
would comprise preparation of technical 


copy for publications, catalogues, ctc., 
and would involve seeing such publica - T 
VERE Ss tions through all stages of preparation COPYWRI -R 
E | | for the printer. Salary range suggested 
age and “fa deta —— 
ae age, full details o} 
need 2 oe fae Se wanted 


Box 7278 Ad’ Weekly 180 Plet St BCS 
a layout man with 


The position here is one of responsibility, 
3 years or more agency A joagtiegen mcm. leading a Creative Group which handles an 
experience JOB interesting variety of National accounts. 


Young men or women are invited 


. to for attractive job i ‘ ° 
A good sangped ee of Staphens If yOu as8 in the age group 30/40, have at 
of lettering and Advertising Service Ltd. They must least six years’ agency experience as a crea- 
a sound knowledge poe mtg ee Sper tive man and a good record of originating 
nce, accus' ‘ 
to the tatoreal administration of successful copy themes, we would like to 
of type eccounts and able to order blocks, meet you. 
essentials typesetting and print. 
5 en oe a Zea + gg vce Aer Write giving the fullest details about your- 
an i . 
Neouey which te both eldemae self, in complete confidence, to: 
Write or phone: lished and up-and-coming | The 
The Studio Secretary, Apply in writing with full details of Managing Disector, 
Everetts Advertising Ltd., age, previous experience and salary T. B. BROWNE LIMITED, 
10 Hertford Street, W.1 required, to :— 117 PICCADILLY, LONDON, wW.1 
. STAFF DIRECTOR 
GRO M7? STEPHENS ADVERTISING 
SERVICE LTD. 


11 New Court, Lincoln’s Inn, W.C.2 


Phone your Classifieds to CHA 8844 (Ex 25) 
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We CLASSIFIED ADVERTISEMENTS 


<7 nineiiiiatiie 
eg ASSISTANT waa 
WANTED 


WRITER 
REQUIRED 


fully experienced in advert- 


is from 
Netfention of Vacancies Outer 1952.” 
SECRETARY TO ADVERTISING 


Under 30, able to cope with 
really busy group of accounts 
without supervision. Permanent 
post in an expanding organisation. 


BREWSTER OWEN & CO. LTD. 
require 
experienced publicity and public relations 
officer — man of women — with energy, 
enthusiasm and personality Excellent 
prospects for the right person. Write in 
first instance to + 


MANAGER. The Advertising Manager 
of Richard Hudnut Ltd. and Associated 
Companies, requires an experienced 
Secretary /Shorthand Typist. Five-day 
week Non-contributory pension 
scheme. Apply in writing (under con- 
fidential cover) giving full particulars 
of age, experience and salary required 


ising, to write for and assist 
in editing of a magazine 
relating to advertising. 


to Personnel Manager, Richard Hudnui 


re Power Road, Chiswick, London, 
A. 
REPRESENTATIVE of good standing WORK 


to 2 4 AVERY ROW, W.1 


og? Nae Write or telephone to : 
4 TAYLOR The English Electric Co., Lid., requires required by leading manufacturers of 
a a young man capable of preparing Poim of Sale media. Pensionable posi- 
‘S texts and photographs for technical tion with substantial salary and 
‘ ADVERTISING LTD articles and advertisements in connec- generous expenses Only experienced 
° tion with all aspects of Steam Turbincs. men supplying fullest particulars can 
; i} Pp d Practiti in Please apply w Dept. C.PS., 336/7 be considered. Repl 


THE STEAM TURBINE DIVISION of 


payment by fee. A high stan- 
dard of writing is required. 


y 
Advertising Strand. W.C.2. quoting Ref. 1286. Box 7246 Ad. Weekly 180 Fleet St BC4 Preliminary details to : 
OVERSE A S NEWSPAPERS AND WORKING ORGANISER for Store Dis- 
115 GOWER ST., W.C.1 PERIODICALS. London Office re- plays and small wavelling exhibitions. Box 7268 


quires young man as advertisement A young working executive behind 
representative. Good social and edu- plans will find opportunity for progress. 
cational background and pleasant Salary approximately £600 p.a. Write 
personality. The ability to sell and the fully regarding experience, ability, pre- 
gift of writing good English fluently are vious achievements 
essential. oe salary ” “4 Box 7247 Ad. Weekly 180 Fleet St EC4 
mence and excellent prospects for NATIONAL TRADE 30U ires 
right man, Write, giving fullest details Space Seller for ‘Seidiende and "North, 
Box 7206 Ad. Weekly 180 Fleet St EC4 Applications in writing furnishing agc, 
WELL-KNOWN TECHNICAL AND sales record, etc., and commission or 
GENERAL PUBLISHER requires salary required to 
young man (20-24 years) for busy Ad- Box 7279 Ad. Weekly 180 Fleet St BC4 
vertising Department. Copywriting and | GOOD OPPORTUNITY for junior Let- 
layout ability an advantage but keen- tering Artist. Vacancy exists in a 5-day 
ness and desire to }—- — important week Swdio of London Advertising Publicity “Lid., 93 Market Street, Man- 
= experience. Apply Agency. Write chester. Tel.: Deansgate 5506/7. 
Bon 7249 Ad. Weekly 180 Plet St BOK | iox"sYo7 Ad. Weekly 180 Fleet S BC4 | ADVERTISEMENT SPACE REPRE- 
PRINTER OPERATOR = required | ADVERTISEMENT REPRESENTATIVE 


SENTATIVES required, male and 
Photographic Section of the required in Midlands on established female, by Publishers of very high 


Telephone ; EUSton 6033 Advertiser's Weekly 180 Fleet St EC4 


a raiprales, Rabe 


FIRST-CLASS ARTISTS for progressive 
silk sereen works. Mills & Rockleys 
Li., Crown Sweet, Ipswich, 

ADVERTISING ACCOUNTS CLERK/ 
TYPIST (20-35 years old) required. 
Must be accurate at figures. Five-day 
week, holidays arranged. Call Crane 
Publicity Lid., Quality House, Quality 
Court, Chancery Lane, W.C,2. 

ASSISTANT IN ADVERTISING 
DEPARTMENT of well-known clec- 
trical engineering firm in London 
Applicant should preferably have had 
Agency experience, and have been 
engaged in advertising enginecring pro- 
ducts. Knowledge of blockmaking and 


ARTIST. All rounder required by small 
agency, London. Must know agency 
routine, be capable of ordering blocks, 
typesetting, etc. Good salary. 

Box 7259 Ad. Weekly 180 Fleet St BC4 

CAN YOU SELL BUS ADVERTISING? 
Representative required for Midlands, 
Lancashire, Yorkshire and Newcastle 
——,"e AS if you ¢ can—and only if you 


Blectric Co,, Lid., Stafford. Avolics. local displayed media. Excellent pros- quality, specialised textile trade 
Printing processes essential, Age ap- tions from men with experience of this pects, guaranteed territory. Applica- an. Write in full, age, experience 
proximately 30-35 years, Salary ac- type of work in ay oy. are invited. tions are invited from men with first- 


cording to age and qualifications. Apply 


> P.S., 336/7 
Rox 7251 Ad, Weekly 180 Fleet St EC4 


Please apply , class space selling ability. Write 
Swand, W.C.2, 5 Ref. 1287. 


Box 7199 Ad, Weekly 180 Fleet St BC4 


and salary required to, Circle Publica- 
ary Lu., a7 Hertford Street, London 


SMITHS' 


| of VISUALISERS 


; 100 Fleet Street 
are looking for a first-class 


COPYWRITER 


Applicants should be able to show by their 
: record that they can justify a generous starting 
salary and also that they have the ability and duce slick, modern roughs for 
imaginative approach to advertising which will 


presentation to clients. These 
qualify them before long for a high executive positions are permanent and 
position in the agency. This vacancy offers every progressive. Write or ‘phone 


. opportunity to the right man. 


Crane Publicity require two 
more visualisers (one will as- 
sume control of all visualising 
work). First class opportunities 
await applicants able to pro- 


ete for interviews should be made. in — 
a8 to TOM SMITH, | 


| bot A 
* " gmniths! Adviethling Aduncy| Ltd, ) 
100 Fleet Street, London, E.C.4 


CRANE PUBLICITY LIMITED, 


; 
| ; 


; Quality House, Quality Court, | : 
Chancery Lane, W.C2. Tel: C 


"Phone your Classifieds to CHA 8844 (Ex 25) 
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Aprit 8, 1954 


APPOINTMENTS VACANT 


Kelvin and ‘Hughes Limited 


require a 


TECHNICAL COPY WRITER 


for their 
INDUSTRIAL DIVISION 
capable of writing technical sales 
literature dealing with boiler house 
and other industrial instrumentation. 
The initial salary would be commen- 
surate with experience; the 
appointment is pensionable and 
offers scope to the right man, who 
would be based at Leyton 
Applications should be made in 
writing in the first instance, in the 
strictest confidence, stating details 
experience, age and salary 
required, to :— 
PERSONNEL MANAGER 


, Barkingside, Essex 


RETOUCHER REQUIRED by Adver- 
tising Agency handling mainly technical 
accounts. Must be fully experienced 
in all types of retouching with par- 
ticular emphasis on mechanical subjects. 
Five-day week and superannuation 
scheme. Replies, which will be teated 
in strict confidence, must state age, 
experience and salary required. 

Box 7271 Ad. Weekly 180 Fleet St BC4 
INVOICE CLERK (20-30 years old) 
required Must be accurate at figures 
and able to type. S-day week, holidays 
arranged Call Crane Publicity Leu 
Quality House, Quality Court, Chancery 

Lane, London, W.C.2 

SHORTHAND /TYPIST required for 
London office of Bristol Evening Post, 
previous experience in advertising an 
advantage Salary according to age 
and experience, holiday arrangements 
for this year respected. For appoint- 
ment phone CENtral 8261. 

JUNIOR LETTERING & PASTE-UP 
ARTIST wanted for West End Adver- 
tising Agency Phone GRO, 7971 

AGENCY REQUIRES a trained Pro- 
duction Assistant, age 23 Must be 
capable of ordering blocks and type- 
setting and do small mail-order layouts. 
Knowledge of Print an advantage 
Phone Production Manager CITy 6911 
for appointment 


APPOINTMENTS WANTED 


ACCOUNTANT/ 
SECRETARY 


Age 30. Long experience with London 
Studio and Advertising Agency. Expernenced 
in Costing, Accountancy and Secretarial 
duties Seeks similar position with large 
Studio of Assistant to Accountant or Secretary 
of Advertising Agency in London or abroad. 


Box 7201 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG MAN (25). Nine years Adver- 
tisememt Dept. Experience, AA, 
student seeks position 
Box 7255 Ad. Weekly 180 Fleet St EC4 

“HAND-PICKED” SECRETARIES, 
TYPISTS, Telephonists and all other 
office staff.-The Wigmore Agency, 67 
Wigmore St... W.1. HUNter 9951 /2/3. 

SECRETARIAL AND OFFICE STAFF. 
We introduce efficient candidates for 
all vacancies. Consult Embassy Bureau, 
Excel House, Whitcomb 
W.C2. WHliehat! $924. 

LAVOUT/VISUALISER, malic, 26, seeks 
Position with Agency or Publishers 
where contemporary ideas are appre- 
ciated All-round experience gained 
in small agency 
Box 7275 Ad. Weekly 180 Pleet St BC4 

GOOD ALL-ROUND ARTIST—fgurc, 
creative, lettering, scraper. 20 years’ 
experience, Studio, Agency, secks situa- 
tion in Central London area. 

Box 7224 Ad. Weekly 180 Pleet St BC4 

YOUNG MAN Q3) with 3} years media 
= i desires post ag assistant to 


Box 1280 Ad, Weekly 180 Pleet St BC4 


. 


’ 


MARKETING 


Senior executive with nationally- known 
Saye Meee atte gepedn. Aged 
35, th ghly in marketi 
advertising end cals qremetion of malt 
brands on several types of mass markets. 
Marketi Pp on r) level 
covers estimates, costings, ecfling ead gi 
motion policy, test markets, launching and 
research (all types) etc 
Requirement is senior position and prospects 
with marketing-minded manufacturer of 
Agency. Replies to : 


Box 7282 
Advertiser's Weekly 180 Fieet St EC4 


SHE’S a successful secretary cager to 
climb another mountain. Addicted writ- 
ing, creative, loyal. Needed somewhere 
Box 7281 Ad. Weekly 180 Fleet St BC4 

YOUNG LADY, aged 25, secks position 
in Swmdio. Seven years’ experience in 
cartoon and diagrammatic work. 

Box 7249 Ad. Weekly 180 Pieet St EC4 

POSTER ADVERTISING situation re- 
quired as Manager or Assistant in bill- 
posting company or agency, FPully 
experienced . 

Box 7243 Ad. Weekly 180 Pieet St BC4 

FPX-PLEET STREET REPORTER, 
experience general news, feawres, sport, 
TV, Radio, Film columns, Last four 
years Show Business Publicity/P.R. 
Seeks position greater scope Show 

i Commercial accounts. 
Speaks French, German, 

Box 7242 Ad. Weekly 180 Fleet St BC4 

AMBITIOUS YOUNG MAN (23) secks 
position of space salesman, with trade 
publication. No previous experience in 
this line, but wishes opporwnity to 
prove worth 
Box 7236 Ad. Weekly 180 Fleet St BO4 

RETIRED MANAGING DIRECTOR of 
Prominent Indian Advertising Agency 
and now a Newspaper Iixecutive, widely 
travelled and shortly visiting this 
Country desires w act as Adviser to 
Advertising Agents and Commercial 
Houses in General Advertising and Sales 
in India, Media selections, Export from 
and Import to India in Consumer and 
Capital Goods, Travel arrangements, 
etc., etc, Please write to 

Box 7234 Ad. Weekly 180 Pieet St BC4 


MISCELLANEOUS? 


DEBTS coliccted throughout Britain. No 
result—no fee. Brilegal (Estab, 1919), 
80 Leeds Road, Bradford 


- PRINTERS 


OLD ESTABLISHED, well-equipped 
firm of Primers with solid reputation 
for good class work and prompt 
service, has capacity for small monthly 
journals, Enquiries promptly attended 

. Telephone: Bishopsgate O881 or 
te w Lynn & Co. (Primers) Lid., 
7/9 Princelet Serect, London, E.1 


SALES AND: WANTS 


—<——— 7 


Complete Offset Equipment 


FOR SALE 
Rotaprint Rk! (Printing 13 x B) with Rotefouni. 
Inks and fluids. Hand lever 23ins. Guillotine 
and Brehmer Wire Stitcher (Treadie/Hand). 
All in ellent working dition, owner 
giving up that side of publishing business. 
£275 the lot. Carriage Paid. 
Box 7290 Advertiser's Weekly 180 Fleet St EC4 


POR SALE AEROGRAPH MODEL E. 
Dre. Board 42 x 29, T-Square, etc. 


CLASSIFIED ADVERTISEMENTS 


EXPERIENCED FREE-LANCE 


LETTERING 
ARTISTS 


desiring representation 
contact 


The Tudor Art Agency 


1 FURNIVAL STREET, E.C.4 
HOLborn 8841 


Box 7241 Ad. Weekly 180 Pleet St BC4 
OFFERS ARE INVITED for purchase 
of a cabinet model continuous projector 
in good working order. Takes up w 
1,600 feet 16 mm. sound or silent film 
Optional press-button external control 
Ideal for demonstrations, exhibitions, 


be 
C.2. Temple Bar 


LAYOUT ARTIST (Ex. Pig.) specialises 
in felders and brochures, seeks com- 
missions. 

Box 6935 Ad. Weekly 180 Piece: St BC4 

IDEAS? ARTWORK, LAYOUT, PRO- 
DUCTION, Cc d 


Rox 6875 Ad. Weekly 180. Fleet St BO4 


MASTER ART LTD. 
require 


free-lance artists, accommodafion 
i] d. Also ' 


Pare 


offered to really first-class specialists. 


12 Orange Street, W.C.2 
WHiteholl 2978 


FREE LANCE ARTISTS wanted for 
regular work. Good realistic figure 
work suitable for illustrations to first- 
class magazines. Also Artists for Pic- 
wre strips. No humorous work con- 
sidered. 

Box 7240 Ad. Weekly 180 Fleet St BC4 

RECIPES, Free-iance Cookery Journalist 

would adapt and inven recipes for 

named products and prepare sets of 

— to your a ~ for leaflets 
cookery books. Wri 

& 7194 Ad. Weekly 180. Pleet S&t BOS 


HUMOROUS BROCHURES wittily 
written and illustrated. 
Box 7182 Ad. Weekly 180 Pleet S& BC4 
PREE-LANCE LAYOUT AND IDPAS 
MAN wanted by Advertising Agency. 
Good roughs essential, Wrice 
Box 7212 Ad. Weekly 180 Fleet St PO4 
GOVA LIMITED are always pleased wo 
consider designs for Chrisumas, novelty 
packaging for perfumes and cosmeticy— 
pictorial themes preferred. Advertising 
Manager, Goya Led., Amersham, Bucks 


NDERS 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by photolitho or letterpress (own 
photo-litho process plant). 


Fine Colour Primers ; e 
e . 
London Office 98-100 Ficet Sireet, 
BC4, Phone: CEN«tral 1740. 


SPACE SALES. 


OLD ESTABLISHED, 


BOROUGH OF BRIDLINGTON 
HOLIDAY GUIDE 1955 


Tenders are inyited for the printing 
of 25,000 copies of the Bridlington 
Holiday Guide, 1955, by the letter- 
press process. Specification and 
form of Tender may be obtained 
from the Publicity Manager, 
Information Bureau, Garrison Street, 
Bridlington. 
Closing date for receipt of Tenders 
is Wednesday, April 21st. 
S. Briggs, LL.B., 
Town Clerk. 


ACTIVE DIRECTORSHIP REQUIRED 


with small, growing Agency. Over 15 
years’ experience all phases of adver- 
tising with leading London Agencies 
and as advertising manager with inter- 
national Company. Invest £500/£1,000. 
Capable to conduct all inside Agency 
work, Strict confidence observed, 

Box 7180 Ad, Weekly 180 Fleet St BO4 


TRADE OR TECHNICAL journal pro- 


prictors comemplating retirement are 
invited by expanding publishers to offer 
outright sale of interest with view to 
future management, § 
tions Lid., Ludgate Circus, R.CA, 
Representative residing 
Central London (own equipped office) 
giad w consider additional represent- 
ation. Communications strictly con- 
fidential to 
Rox 7042 Ad. Weekly 180 Pleet St BOS 


ADVERTISING EXECUTIVE, independ- 


ent, experienced in all branches, with 
good London West Bnd addres is 
prepared to consider representing & 
ovincial agency 
x 7237 Ad. Weekly 180 Pleet St BC4 
medium sized 
Registered Advertising Agents, chiefly 
technical accounts, have ample regular 
work available for Studio able to pro- 
vide complete service, including comm 
and “copy” finished artwork, retouch 
ing and lettering, Write 
Box 7207 Ad, Weekly 180 Pleet St BOS 
ADVERTISEMENT CONTRACTORS. 
Have you joined your own Assocta- 
tion founded wo further your profes- 
sional imerests and encourage better 
business relationships? Enquiries to 
Hon. Sec., 68 Shaftesbury Avenue, 
wil, 


_ ACCOMMODATION 


STUDIO SPACE IN STRAND AREA, 
unusually good liek, central heating, 
telephone. 308, weekly. Seaey flow 
of work if required, Wri 
Box 7244 Ad. Weekly 180 Fleet ae hoe 

BENCH SPACE adjoining modern studio, 
Central Mayfair Distria, Light, Heat, 
Phone-—30s. per week inc. No restric- 
toms 
Box 7261 Ad. Weekly 180 Pieet St BCS 

AVAILABLE, HALF WELL- 
FURNISHED OFFICE, all services, 
ist floor, just off Piccadilly. Ideal tor 
free lance artist, Advert. Representative 
or similar. 

Box 7264 Ad. Weekly 180 Fleet St BC4 


AA and IIPA 


EXAMINATIONS 


INTERNATIONAL CORRESPON- 
DENCE SCHOOLS offer comprehen- 
sive and uptodate Home Study 
Courses and Tuition in preperation 
for the above examinations, These 
Courses have been prepared by en- 
perienced and successful advertising 


men. 

Year after year 1.C.S, Seudents fivure 
prominently in the lists of passes and 
with our help many advertising men 
and women have become Associates 
of the L1.P.A. of AA. Gplom 
holders. 

All our candidates are coached until 
successful without extra charge, 

We also give specialiced taining in 
COMMERCIAL ART, POSTER 
DESION, LETTERING and SION 
WRITING. 

Write to-day for free book containing 
full information about our excellent 
instruction service. 


Dept. 28, INTERNATIONAL 
CORRESPONDENCE SCHOOLS, 
laternational Buildings, Kingsway,W 2 


’Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER’S WEEKLY 


Tuurspay, Aprit 8, 1954 


S. a copy 
52 a year 
Post free 
55/- (overseas) 


Sell these... 


Acoustics, Air Conditioning, 
Building Materials, Catering 
Equipment, Canteen Furni- 
ture, Cleaning Materials, 
Cycle Racks, Educational 
Films, Fire Prevention, First 
Aid Supplies, Holiday Schemes, 
Industrial Clothing, Laundry 
Services, Office Machinery, 
Pension Schemes, Protective 
Wear, Safety Equipment, 
Security Services, Time 
Recorders, Tools, Watch- 
men’s Systems, Welfare Aids 
etc. 


...to these! 


The Journal which reaches 


your buyer— whatever his title 


i 


The Journal devoted to Better 
Management of People at Work 


Published by 
Shaw Publishir Pd Co., Ltd., 


180 Fleet Street, London, E.C.4 CHAncery 8844 


= 


| Supply Company). 


STOP PRESS 


@ Continued from page 5!. 


CONFERENCE 
PROGRAMME 


and joint managing director, General 
Electric Company. In the chair, 
Hubert Oughton. 
Evening.—“*Any 
Speakers for this event wil 
inclede Donald McCullough; F. C. 
Hooper; Rt. Hon. the Lord Burn- 
ham; Percy Cudlipp; lan Harvey, 
M.P.; L. M. Masius, Masius & 
Fergusson; and a professional ad- 
vertising woman. 
Saturday Morning (May 8).— 
The social im of ertising 


adv q 

Convener — L. Verrinder. 

Speakers, The Dowager Marchioness 
of Reading chairman of W.V.S.; 

Dr. Edward L. Lloyd, managing 

, B., the A. C. Nielsen Co., 


| Oxford; R. Craig Wood, 


director of Thos. Hedley & 
Newcastle. 

Saturday Afternoon.—What of the 
future? Convener—E. Glanvill 
Benn. Speakers, L. D. Gammans, 
M.P., Assistant Postmaster-General ; 
Brian McCabe, Foote, Cone & Bel- 


| ding; Sir ise hen Tailents. In the 


chair, G. ‘ope. 

Within pi. days of Ney oe 
forms being issued 400 delegates had 
registered. 

White Fish Authority to 
another £80,000 on  adverti: 
during next financial pw Whisper- 
ing Fish symbol will be retained. 
Large spaces in national press will 
be supported by 15-second cartoon 
film to be shown extensively 
throughout the ote. Agents: 
Mather and Crowther Ltd. 

Council of Publicity Club of Lon- 
don are recommending that Andrew 
Milne should be recipient of the 
Publicity Club Cup this year for 
services to advertising. 


A “Salesman’s Budget” was the 
eirase used by Sir Herbert Butcher, 
a talk to the London 
branch, gtk. K Sales Mana- 
gers’ Association yesterday (Wednes- 
day). “If we have the right product 
at the right price, let us go on sel- 
ling it,” he said. “Why make a 
change for the sake of change?” 
Chancellor had provided industry 
with an incentive to install most 
modern machinery. 


The Lord Mayor of London, Sir 
No#l Bowater, gave 2 luncheon at 
Mansion House on Tuesday to 
leading members of Newspaper 


“The Baskerville,” 8,900-tons-dead- 

weight ship built for the Newsprint 

eupel Company to operate between 
a and Britai , pe was ys 


Guardian and Eve 
and a director of t 


tshed by the Proprictors, BUSINESS PUBLICATIONS Lid., at their office at 180 Fleet Street, London, E.C.4. 


April 8, 1954. Printed in England by Keliher, Hudson & Kearns Lid 


(Phone: Chancery 8844.) 
., 15-17 Hatfields, London, S.E.1. 
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